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Rough Proofs 


The makers of Cracker Jack sug- 
gested in a recent advertisement 
that the reason the Cubs are losing 
so many ball-games is because the 
fans lack the pep they’d get from 
Cracker Jack. If this theory is cor- 
rect, it wouldn’t.be a bad idea to 
feed a few carloads to the Cubs’ 
pitching staff. 


* * * 


The Advertising Federation of 
America has recognized women’s ac- 
tivities in advertising by taking over 
the Federation of Women’s Adver- 
tising Clubs and electing a woman 
vice-president. All of which goes 
to prove that if woman’s place is in 
the home, she must be away from 
home a lot of the time. 


* * * 


Ivy Lee says that the reason 
Lucky Strikes and Cremo advertis- 
ing has been of a controversial na- 
ture is because George W. Hill, pres- 
ident of the American Tobacco Com- 
pany, wanted to stir up a lot of talk. 
Mr. Hill’s desires in that direction 
seem to have been fully gratified. 


* * * 


F. Wayland Ayer, as B. C. Forbes 
tells it, started in the agency busi- 
ness with a total of $250. Today 
an agency is started when they can 
raise enough capital to furnish the 
reception room with a proper quota 
of Oriental rugs, oil paintings, etc. 


* * * 


The Chicago Tribune survey re- 
ports that amusement companies 
made a big profit gain in the first 
quarter of 1930 compared with last 
year. Evidently the American pub- 
lic, confronted by an alleged busi- 
ness recession, just laughs it off. 


* * * 


A prize was awarded at an ad- 
vertising club luncheon to the man 
who could identify the most adver- 
tised trade-marks. The winner 
guessed five out of twenty-four. This 
proves something, but I don’t know 
just what. 

~ * * 


Advertisers & Advertising Agents, 
it is announced, has suspended pub- 
lication until fall. I hope this 
change of plans isn’t going to cause 
Kenneth B. Goode, the editor, to eat 
Crowe. 


Dr. Julius Klein says that the 
motor-camping and tourist business 
is a greater industry than meat- 
packing. And it is also the chief 
support of American Can. 


* * * 


“Never before has the public en- 
joyed the opportunity to gratify so 
wide a range of beverage tastes.” 

The range of beverage tastes is 
accurately indicated by the vote in 
The Literary Digest poll for what 
was quaintly referred to as “light 
wines and beer.” 


* * * 


One advantage of recorded pro- 
grams by radio is that the station 
announcers don’t have such a good 
opportunity to gum up the names of 
the musical selections. 


* * * 


Light fiction in paper covers will 

available to the public this fall 
at $1 a copy. A little later on the 
designers of the book-jackets may 
make covers of all kinds obsolete. 


* * * 


Over a million children, the Bald- 
n Company reports, are learning 
to Play the piano. This is one in- 
_ industry that needs no protec- 


Copy Cus. 


LINEAGE RECORD 
MAY DETERMINE 
MARKETING PLAN 


Study of Competition Influ- 
fluences Strategy 


New York, May 29.—Lineage rec- 
ords are becoming of increasing im- 
portance and advertising agencies 
will find it necessary in the future 
not only to prepare schedules show- 
ing space used and frequency of in- 
sertion by their own clients, but in 
relation to what competitors have 
done and are doing. 

This is the suggestion of F. G. 
Hubbard, vice-president of Batten, 
Barton, Durstine & Osborn, Inc. Mr. 
Hubbard’s address was not delivered 
to the American Association of Ad- 
vertising Agencies at its Washing- 
ton convention because of his ab- 
sence, but it has been admitted to 
the record. 

Mr. Hubbard made the point that 
inadequate campaigns are likely to 
be as wasteful as willful extrava- 
gance. 

“Lineage records carefully an- 
alyzed mean more than totals,” he 
said. “With them, we can better 
gauge how heavy or light our client’s 
schedule must be if the advertising 
is to do the job. 

“Most of us watch competitive 
copy, keeping posted on what the 
other fellow is saying. Are we also 
checking to see how loudly or how 
often he is saying it? 

“More information than rates and 
circulations is necessary to plan a 
schedule. We must now think also in 
terms of penetration and pace. 

“You cannot hope for success with 
a limited advertising expenditure 
when you enter a territory in which 
your principal competitor is firmly 
entrenched by reason of a strong, 
consistent campaign. 

“The strength of your competitor’s 
advertising nationally, territorially 
or locally, or in certain special fields, 
is an important factor when consid- 
ering your own plans. 

“The best results come from inde- 
pendent planning, study and thought, 
but consideration should be given to 
the strength and weakness of com- 
petition, for then you can decide 
whether you will meet strength with 
strength, whether your sales and ad- 
vertising attack will be concentrated 
on weak points, or whether a com- 
bination of both is needed. 

“On the other hand, it may be a 
key market which you do not want 
to surrender even though sales and 
advertising costs are out of balance. 

“It may be good business to follow 
the lead of a competitor, or it may 
be better to develop new markets for 
clients by selecting mediums of 
strength that carry little or no com- 
petitive advertising. Certainly we 
should not buy blindly, without 
knowledge of what another is doing, 
and there is that danger when the 
records of the existing lineage serv- 
ices are regarded only as audits and 
we use totals as a guide for our own 
performance.” 

Lineage records properly audited 
can be valuable not only to the space 
buyer but to the account executive. 
Periodic reports should be made to 
the client, Mr. Hubbard said. 

“Another factor of usefulness of 
lineage records is to watch for ad- 
vertising placed by local merchants 
who feature branded merchandise,” 
he suggested. “We must not forget 
that this locally-placed lineage has 
weight with the audience and your 
client will be competing for atten- 


tion with this combined effort. 


Publishers, 


Agents 


To Be Held Liable 
for Fraudulent Copy 


Washington, D. C., May 26.— 
Publishers, advertising agencies and 
others, including radio stations, 
must hereafter be prepared to de- 
fend any advertisements they pub- 
lish. The Federal Trade Commis- 
sion will make them parties in all 
actions brought against advertisers, 
and to this end, has created a spe- 
cial board. 


This warning was given by W. E. 
Humphrey, member of the Federal 
Trade Commission, in an address 
May 22 over WRC and affiliated 
stations of the National Broadcast- 
ing Company. Mr. Humphrey said 
that paid testimonial advertising is 
taboo unless it states that it is paid 
for. The Commission, however, is 
turning its guns on fake medical 
advertising especially. Mr. Hum- 
phrey referred particularly to anti- 
fat remedies, hair restorers, and 
promises to correct physical ail- 
ments. 


“For three years aiter I became 
a member of the Federal Trade 
Commission,” said Mr. Humphrey, 
“misleading advertisements were 
constantly being flaunted in my 
face, to remind me that it was the 
duty of the Federal Trade Commis- 
sion to suppress such frauds. All 
of our efforts to suppress them were 
practically futile. 


“T thought I had a plan. I pro- 
posed that the publisher be made a 
party in all cases to suppress 
fraudulent advertising. This propo- 
sition did not meet with favor in 
the Commission. It was declared 
that such procedure was illegal, and 
that it would arouse the press of 
the country to such vigorous opposi- 
tion that it would result in the aboli- 
tion of the Commission. 


“T had more faith in the right- 
eousness and the honesty of the 
press of the country, and I had 
more confidence in the American 
people. I made a speech in New 
York and gave out advance copies 
to the press, in which I said: ‘What 
of the liability of the publisher? 
He is a necessary part of the plan. 
Without him it would not be con- 
summated. He brings the crook and 
his victim together. He helps rob 
him. He shares in the ill-gotten 
gains. He is equally guilty with 
the advertiser and is equally liable 
under the law.’ 


Notice to Publishers 

“I gave notice that thereafter I 
would insist that the publisher and 
the advertising agency that fur- 
nished the advertisements be made 
parties in all suits to suppress 
fraudulent advertising. 

“I awaited the reaction. I was 
greatly gratified to find that it was 
enthusiastically favorable—far be- 
yond what I had expected. The 
next morning, one of the largest and 
most influential newspapers in the 
world in an editorial strongly com- 
mended my plan and pledged its 
help to do anything that would for- 
ward it. 

“This was followed by the en- 
dorsement of many of the foremost 
publications in the country, news- 
papers and magazines alike. From 
that day until now, I have not re- 
ceived a single notice of opposition 
from any newspaper or magazine to 
the undertaking. 

“The result was that a conference 
was called in New York by the 
periodical publishers, representing 
over 6,000 magazines. This confer- 
ence voluntarily and unanimously 
adopted a plan that has done more 
to clean the columns of the press of 
the country than any or all other 
plans that the Government has ever 
tried. 

“IT knew then that the fight was 
won. It could not have been with- 
out the publishers’ cooperation. To 
the publishers and to the advertis- 
ing agencies belongs the greater 
credit. 

“The magazines with few excep- 
tions have kept the faith and have 
carried out promises made at their 
conference—and are cleaning their 
own columns of this criminal filth. 
Many magazines that carried from 
five to 50 of these advertisements 
have discarded them all. Many now 
carry only a few of the less objec- 
tionable ones. 

Millions Rejected 

“As the direct result of the action 
of the publishers themselves, based 
on estimates from a partial report 
that has been made to the Commis- 
sion by one group of magazines, I 
estimate that the publishers of the 
country have rejected not less than 
$100,000,000 worth of advertising 
of this character that has been of- 
fered to them within the same 
period. 

(Continued on Page 11) 


Postal Laws Preclude “Zoning” of Copy 


New York, May 29—So many advertising agencies request that changes 
in copy be made in a single issue of a publication, for distribution in 


different sections, that the National 
bulletin on the subject. 


Publishers Association has issued a 


The postal laws require that a publication must be complete and identical 
as an issue. This eliminates the possibility of “zoning” copy. 


Publishers Adopt Five-Day Week for Summer 


New York, May 29—The five-day week for summer has 
been adopted in the offices of 11 of 18 publishing houses 
reporting to the National Publishers Association, all being 
closed Saturday. One, “The Literary Digest,” has adopted 
the five-day week as an all-year policy. 


“Mergeritis” Hits 


Publishing Field 


New York, May 29—Following purchase of “Century Magazine” by 
“The Forum,” “Field & Stream” has bought the good will and subscri 
tion list of “Forest & Stream,” which will be discontinued with the July 


Pea 
issue. 


back to 1870. 


‘The “Century” was one of the oldest magazines in America, dating explained 


DANIEL M. LORD, 
PIONEER AGENT, 
PASSES AWAY 


Was One of Acivertising’s First 
Successes 


Daniel M. Lord, founder of Lord 
& Thomas and Logan, died May 27 
in New York at the age of 86. Fun- 


Daniel M. Lord 


eral services were held Thursday in 
the chapel of Oakwoods Cemetery, 
Chicago. 

Mr. Lord, whose entire business 
career was spent in Chicago, lived 
in New York City after 1916. Sur- 
viving him are two sons, Arthur D. 
Lord, a New York broker; Daniel 
M. Lord, Jr., with Halsey Stuart & 
Co., New York, and two daughters, 
Mrs. Alice Lord Parsons and Mrs. 
Florence Lord Hough. 

In retiring from business life in 
1904 at the age of 60, at which time 
he disposed of his interest in the ad- 
vertising agency to C. R. Irwin, D. 
L. Taylor and Albert D. Lasker, Mr. 
Lord realized a plan of years’ stand- 
ing. 

“I counted on having a certain 
amount of money at that time,” he 
explained. “I have it. If he knows 
what to do with his money, any 
man can quit at 60. The nation will 
be better off when it becomes the 
custom for business men to retire 
while they are still ‘young old 
men’.” 

Coming to Chicago as a Long 
Island farmer boy in 1870, Mr. Lord 
obtained his first position with the 
Chicago Street Railway Company. 
His duty was to collect the day’s re- 
ceipts from the horse-car conductors. 

He left this position in less than 
a year to enter the field of his life 
work as an advertising solicitor for 
a new Presbyterian paper, The In- 
terior. In founding religious papers 
it was then customary to depend 
upon the sale of stock to wealthy 
members of the creed. The pro- 
moters of The Interior thought that 
a better method would be to sell ad- 
vertising to the prominent members 
of the denomination, hence the em- 
ployment of Mr. Lord. 

In those days, Mr. Lord looked 
upon wholesalers as his logical con- 
stituency, because they were the 
only ones able to afford much adver- 
tising. However, he predicted that 
advertising would grow and that it 
would eventually put the wholesaler 
out of business. 

“It is as simple as addition,” he 
“The manufacturer of 
he product will advertise it, and the 
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ADVERTISING AGE 


May 31, 19390 


alert retail dealer will find it to his 
advantage to stock the goods and 
keep that fact before his customers.” 

“You couldn’t get a man today to 
spend a dollar in the kind of adver- 
tising they got for their money,” 
said Mr. Lord in commenting later 
on his experience with The Interior. 

“The advertising consisted of sim- 
ple cards announcing that the adver- 
tisers were in business in certain 
lines at such and such an address. 
The purchaser might come, go or 
stay—there was no possible line on 
him with reference to the returns.” 

Established Agency ‘ 

Mr. Lord went into business for 
himself as an advertising agent fol- 
lowing the Chicago fire of 1871. His 
first office was in the only South Side 
building left standing and his office 
partner was the elder Carter Harri- 
son, later to dominate Chicago poli- 
tics. 

On his retirement, Mr. Lord re- 
viewed his 33 years of experience as 
the head of an advertising agency: 

“When I began,” he said, “the ad- 
vertising agent was simply a more 
or less discredited conduit through 
which advertising money passed 
from the advertiser to the till of the 
publisher. He was in the same class 
with the book agent and the insur- 
ance man. All owed their life to the 
fact that there was a law against 
killing them. 

“Alfred Cowles, Sr., told me in the 
‘70’s when he was business manager 
of the Chicago Tribune that ‘if the 
Tribune ever places an advertising 
solicitor on the street, its death knell 
will be rung!’ 

“The quality of the copy of those 
days can be gauged by the fact 
that it went from a business man 
whose chief interest was to propiti- 
ate the publisher to a public which 
had no possible interest in reading 
it. The situation was naturally dis- 
agreeable for the solicitor. 


The Dollar Store 


“One of the first things in Chicago 
suggesting a new order in advertis- 
ing was when a man named Thomp- 
son came in and established a dollar 
store. Eveything in it was sold for 
a dollar and when he bought a page 
of advertising space in a Chicago 
paper and listed the things that 
might be bought for a dollar, the 


New Index 

New York, May 29—Car- 
loadings and other indices to 
prosperity or its lack must 
step aside. The real proof of 
the pudding is the sale of 
chauffeur’s uniforms, accord- 
ing to local clothiers. 

Sales of this line dropped 75 
per cent last fall, and have 
now swung back to about 80 
per cent of normal. 


eyes of a good many people were 
opened both as to bargains and to 
advertising methods. 

“It is not an uncommon thing for 
an advertiser nowadays (1904) to 
pay $50 or $100 for a mere illustra- 
tion for a magazine advertisement. 
Sometimes a man who has made a 
picture for the reading portion of a 
magazine is represented in the ad- 
vertising pages of the same paper. 
It is in this way that the reader is 
tempted to turn advertising pages 
with something akin to the pleasure 
that he found in the reading pages. 

“It is important that advertising 
mediums be carefully chosen. The 
advertising of pork and beans, for 
instance, would virtually be lost in a 
publication which catered to farmers 
and their wives. On the other hand, 
to reach people to whom the simplest 
of housekeeping appealed strongly 
would be to bring the advertising 
into its proper field. 

“To advertise a $100 cloak or $100 
jewelry in a publication reaching 
only people of moderate means 
would be as bad as advertising $5 
suits and $3 rings in some of the 
most expensive of the magazines.” 

Kidding the Salesman 

Mr. Lord confessed that he was 
not above feeling resentment over 
some of the slurs cast at advertising 
in its early days. His favorite story 
concerned a salesman he met on a 
train en route to Cleveland. The 
salesman promptly donned his high 
hat when he learned that Mr. Lord 
was in the advertising business. For 
himself he confessed that he was 
selling heavy machinery. 

It developed that both men were 
calling on the same house in Cleve- 
land. 

“Now,” said Mr. Lord, “we are 


selling power 


magazines. 


and wealth. 


The DAVEY TREE EXPERT COMPANY 


believes in the 


With a message directed to the intelligent, 
wealthy, and discriminating landowner, the 
DAVEY TREE EXPERT COMPANY has 
for over 15 years used color in quality 


THE BIG 4 Magazines have been carrying 
this business, as individuals and as a group, 
for many years. With its successful handling 
of color reproduction of the highest type 
THE BIG 4 Group is proving to advertisers 
that the continued use of color in quality 
magazines makes for steady growth of com- 
panies offering quality service and products. 


THE BIG 4 audience numbers more than half 
a million men and women of intelligence 
and means—a buying market of initiative 


TheBAGroup 
in the Quality Field 


Golden Book World's Work 


55 FIFTH AVENUE, NEW YORK 


of 


COLOR 


Review of Reviews 


going to the same place on business, 
but I am going to talk with the 
president, and you are going out 
into the shop to visit the foreman.” 

“Later I rubbed him still further 
by reminding him that I had a 
luncheon engagement with the presi- 
dent. 

“*Why weren’t you invited to eat 
with the foreman?’ I demanded.” 

When he retired in 1904, Mr. Lord 
had a glimmering of the future of 
advertising. He expressed the view 
that too much money was being 
spent for artwork, but predicted 
that while individual volume of ad- 
vertising might be cut, there would 
be more advertisers and more adver- 
tising in publications of all classes. 

He lived to see both his error and 
his truth. 

The vicissitudes of an advertising 
agency in those early days is indi- 
cated by the numerous changes of 
name. The first venture operated as 
Sharp & Lord. This gave way to 
Chandler, Lord & Co., which became 
Lord, Brewster & Co., finally settling 
into the style in which it gained its 
greatest fame—Lord & Thomas. 


Advertisement 
Tells Why Cubs 
Are Losing 


Though an advertisement occupy- 
ing a full page in the May 26 issue 
of the Chicago Tribune, and garbed 
as an open letter to William Wrig- 
ley, Jr., owner of the Chicago Na- 
tional League Baseball Club, may 
not succeed in restoring Cracker 
Jack to its former position on the 
Wrigley Field menu, it has already 
shown results. 

Stores in the neighborhood of 
Wrigley Field displayed the adver- 
tisement in their windows, with the 
information that Cracker Jack is 
not available in the confines of the 
park, and fans would do well to do 
their buying before entering the 
stadium. 

The concessionaire upset a tradi- 
tion this year by refusing to stock 
Cracker Jack, and the manufacturer, 
through Batten, Barton, Durstine 
and Osborn took the opportunity to 
make a dramatic appeal to the 
sportsmanship of Mr. Wrigley and 
the fans. ‘ 

The letter was addressed to “Dear 
Bill,” and after discussing in fan 
language the team’s poor showing 
from several angles, pointed out that 
the one factor definitely missing 
from winning combinations of other 
years is Cracker Jack. 

It suggested that the fans be 
filled with the combination of 
Cracker Jack and the old winning 
spirit, called attention to the fact 
that the hitters, pitchers, ball park 
and the city are all Cracker Jack, 
and asserted that Cracker Jack 
itself is all that is lacking. 

A separate appeal to Mr. Wrigley 
said, “those poor Little Wrigley 
Kids look lonesome up there with- 
out their old pal, the Cracker Jack 
Sailor Boy.” 


Joins Francene 


R. C. Brewster, vice-president of 
Francene, Inc., New York, cosmetics, 
has announced the appointment of 
Miss Roberta Yeaton as advertising 
manager. 

The company’s present policies 
will be continued in newspapers and 
business papers, but magazine ad- 
—s in local publications will be 
a 4 


Agent Joins Newspaper 

Maurice Lackey, head of the Lack- 
ey Advertising Company, Birming- 
ham, has become advertising director 
of the Mobile Press. The agency will 
be directed by Ed W. Barnett. Mr. 
Lackey was advertising manager of 
the Birmingham News for nine 
years. 


Has Radio Department 


The N. A. Winter Advertising 
f Des Moines, Ia., has 
established a radio department 
headed by Edward Breen, Jr., who 
has been announcer at Station WHO. 


RURAL BUYING 


HABITS THEME 
OF U. S. EXPERT 


Says Urbanization Will Stop at 
Fixed Line 


Washington, D. C., May 26.—Pre- 
dicting that “rural America will 
remain rural,” C. J. Galpin, of the 
United States Department of Agri- 
culture, addressed the Country 
Newspaper Departmental of the Ad- 
vertising Federation of America last 
week. Mr. Galpin disputed the the- 
ory that farmers are becoming city 
buyers, except for certain classes of 
goods. 

“We must admit,” said Mr. Gal- 
pin, “the general trend of the farm- 
er in the United States to shift his 
buying from country crossroads 
stores, hamlets with two or three 
general stores, and small villages 
having no specialty stores, to larger 
retail trading centers—particularly 
to towns with a range from 1,000 
to 5,000 inhabitants, in some sections 
to towns up to 10,000 inhabitants. 

“But this recognized shift is in- 
creasing the trade area of these 
towns, increasing their purchasing 
fulcrum. Towns, ranging from 1,000 
to 10,000 inhabitants are generally 
spoken of now as ‘farmers’ towns,’ 
‘county-seat towns,’ or ‘retail trade 
centers.’ It will take a long time 
for the country store and neighbor- 
hood hamlet stores actually to dis- 
appear in trade, but the influence of 
these miscellaneous trading posts 
may well be discounted even at pres- 
ent. The farmer is forming a new 
trade habit. He is getting to feel 
at home with the tradesmen of the 
larger center. 


Still Markets at Home 

“This does not mean, however, 
that the farmer is spending the bulk 
of his money in cities over 10,000 in 
population. He is still a country 
man, who values somewhat personal 
relations of acquaintance with his 
retail merchant, his banker, his ed- 
itor. It may be stated with consid- 
erable conviction that the bulk of 
the farmer’s income is now, and will 
be for a generation, spent in the 
farmers’ town. 

“The well-to-do farmer, like the 
well-to-do townsman, has always 
made certain purchases in large 
cities. He will continue this prac- 
tice. Townsmen will also continue 
to do the same; but it may be de- 
pended upon that the bulk of the 
buying of both farmer and towns- 
man will be at home, where they 
have personal relations and many 
social and economic ties. 

“This shift in the farmer’s buy- 
ing, this widening of the farmer’s 
home boundaries, is a further evi- 
dence of the fact that he has a 
strong purchasing power. Further- 
more—and this is a matter of vital 
import—the lengthened radius of 
the farmer’s travel by automotive 
power, the contacts with scientific 
farming, the increase of adult edu- 
cation, especially of farm women, 
the great increase in social institu- 
tions among farmers and non-farm- 
ers—all these changes have been 
forces tending to jack up the farm- 
er’s standard of living. 

“The American farmer is no 
longer satisfied with family con- 
sumption in the nature of a mini- 
mum of subsistence goods. He de- 
mands for himself and children par- 
ity in standard of living. His shift 
to a larger trade center means that 
he is seeking a higher grade, and a 
wider variety and a better choice of 
all kinds of goods. Here again is 
sure evidence that the people back 
of agriculture and the people de- 
pending upon agriculture are not a 
decadent portion of our population, 
but are runners-up of a high civ- 
ilization. 

“Rural America will remain rural, 
never fear. The so-called urbaniza- 
tion of the country will stop short 


at a certain bounding line between 
conservatism and radicalism in al] 
respects. The farmer of the future 
will be in the market for high-grade 
goods of demonstrated worth. Hig 
habits of thrift, however, will pre. 
vail, and he will never over-buy, for 
he expects to pay for what he buys,” 


13 Farm Papers 
Will Promote 
1930 Tours 


Topeka, Kan., May 29.—Tours of 
farmers, via rail, will be sponsored 
by no fewer than 13 farm papers 
this year, according to information 
received by Kansaz Farmer, which 
launched the idea of pleasure tours 
in 1928. 

A year earlier, The Ohio Farmer 
sponsored a Western tour of two 
Pullman loads of Ohio stockmen and 
farmers, chiefly for business. In 
the winter of the same year, Kansas 
Farmer promoted a tour of the in- 
dustrial East by a Pullman load of 
representative farmers of Kansas 
who sought a better understanding 
of business and industry. 

The tours have a double purpose. 
They give the farmer a better grasp 
of business fundamentals and they 
provide an opportunity for him to 
convey to others an idea of his prob- 
lems. , 

Railroads have profited in two 
ways. The immediate income has 
been worth having and the larger 
view of the railway operations has 
largely removed the animosity of 
farmers of the country toward these 
gigantic corporations. Some of the 
roads are advertising the tour idea 
vigorously. 

The papers to sponsor 1930 
tours will be, Kansas Farmer, The 
Pennsylvania Farmer, The Missouri 
Ruralist, The Michigan Farmer, 
The Ohio Farmer, The Oklahoma 
Farmer and Stockman, The Nebras- 
ka Farmer, The Dakota Farmer, 
Prairie Farmer, The Wisconsin 
Farmer, The Rural New-Yorker, 
Wallace’s Farmer, Indiana Farmer's 
Guide and The Southern Ruralist. 


Baxter to Address 


University Men 

The final meeting of the New York 
University Men in Advertising 
Alumni Federation before the sum- 
mer recess will be held June 2 at the 
Fraternities Club, New York. The 
speaker will be William J. Baxter, 
president of the Chain Store Re- 
search Bureau. 

The Alumni Federation has had 
a successful season under the direc- 
tion of its president, Edward Mc- 
Laughlin, of the New York Evening 
Graphic. 


E. M. Abbott Is Moon 
Advertising Manager 


E. M. Abbott has been appointed 
advertising manager of the Moon 
Motor Car Co., St. Louis, Helm 
Walker, vice-president in charge of 
sales, announced. Recently in the 
agency field, Mr. Abbott was for- 
merly advertising manager of the 
Studebaker Sales Corp., Chicago. 


Newspapers for Pie 


Newspapers will be used by H. W. 
Kastor & Sons Advertising Co., Chi- 
cago, for the Pie Bakeries of Amer- 
ica, Inc., Newark, N. J., Mrs. Wag- 
ner’s pies. F 

The same agency will utilize busi- 
ness papers for the Maxim Silencer 
Co., Hartford, Conn., manufacturers 
of silencers for all types of engines. 


Rondthaler Coins Slogan 


“The watch that won’t run fast, 
slow or down” was adjudged the 
best slogan in the contest of the Per- 
petual Self Winding Watch Co., New 
York. Edward Rondthaler, Jr., as- 
sistant art director of Lee & Phillips, 
New York, was the author, and 18 
now wearing the prize, a wri 
watch. 


“Monitor” Branch Moves 


The Detroit office of The Christian 
Science Monitor has been mov 
from the Book Building to the Gem 
eral Motors Building. W. E. Brew- 
ster is Detroit manager. 
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May 31, 1930 


HAIN OF HOTELS 
PREATED TO MAKE 
MARKET FOR GAS 


Why Sinclair Bought Pierce 
Organization 


St. Louis, May 29.—The inn of by- 
gone days, which built its fame on 
the comforts tendered man and 
beast, is revived in a chain of hotels 
operated by an oil company that 
caters to man and car. This sales 
set-up, with gasoline substituted for 
oats, was founded by the Pierce Pe- 
troleum Corporation, and is said to 
have been a strong inducement in 
the purchase of that company by the 
Sinclair Consolidated Oil Corpora- 
tion. 

The sale, involving $25,000,000, 
is subject to ratification by the 
Pierce company’s stockholders, who 
will meet June 12. 


The transfer includes 707 bulk 
distributing stations and 969 service 
stations in the United States, and 
183 distributing agencies in Mexico. 
It will give the Sinclair organization 
representation in all but 15 of the 
largest consuming centers. The com- 
pany will have complete coverage 
from the Gulf to the Lakes in the 
Middle West, and will sell gasoline 
in every State except the Pacific 
Coast. 


Railroad Travel Declines 


The importance of the growing 
market for gasoline, oil and service 
represented by motor travelers is 
revealed in figures showing that 
Western railroads operated passen- 
ger service at a loss of $36,000,000 
in 1927, the loss being attributed to 
a 49 per cent decrease in travel in 
day coaches since 1921. A _ single 
railroad in Texas suffered a 60 per 
cent decrease in passenger receipts 
since 1922. 


The hotel chain was developed 
from complete service type stations 
by the addition of a hotel building 
to the existing structures. Com- 
pleted units, known as Pierce Pen- 
nant Terminals, are located near 
Columbia and Rolla, Mo. Three sta- 
tions, lacking only the hotel sections, 
have been completed on U. S. High- 
way 66 at Des Peres, Mo., and near 
Miami and Tulsa, Okla. The present 
nucleus also includes a bus terminal 
in the business district of Spring- 


_ field, Mo. 


Will Extend Plan 


The new owner will retain the 
original name of the system for the 
time being, and is said to be plan- 
ning the erection of additional termi- 
nals 125 miles apart the length of 
U. S. Highway 66, the “Main Street 
of America,” reaching from Chicago 
to Los Angeles. 


A complete Pierce Pennant Termi- 
nal consists of a filling station “is- 
land,” where ten cars may be filled 
at one time; a building containing 
the greasing, washing and _tire- 
repairing equipment; a third build- 
ing housing a 154-chair restaurant, 
with a separate dining room for 
chauffeurs and maids; women’s rest 
room, steam laundry, refrigerating 
plant, soda fountain lobby, free 
emergency hospital, and a modern, 
fire-proof, 40-room hotel, separated 
from the other buildings for quiet. 

The lower floor of the hotel is a 
garage for the cars of guests. No 
charge is made for storage, or for 
service rendered during the night, 
consisting of vacuuming the car in- 
terior, washing the glass and check- 
ing the air and water. 

A preliminary survey showed that 
the average number of tourists per 
car was three and that the occupants 
Usually wished to occupy one room. 
Therefore, the large rooms were 
equipped with two full-sized beds. 

Innovations in each bedroom in- 
clude a folding ironing board, an 
electric iron and a clothes dryer. An 
attendant will return laundry col- 
lected before 9 o’clock in the evening 
48 early as 4 o’clock the next morning. 


ADVERTISING AGE 
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One of the Units in the Pierce Pennant Chain 


The hotel section and the building 
occupied by the restaurant, soda 
fountain and rest rooms are luxur- 
iously appointed, while the location 
of the terminals on property of little 
business value made moderate 
charges possible. 


Inexpensive Luxury 


The terminals are standardized in 
construction and operation, so that 
they are easily recognized. By spac- 
ing the terminals 125 miles apart, 
the operators planned to accommo- 
date the majority of tourists, who 
cover an average of 250 miles a day 
with a stop mid way for lunch. 


Between the terminals and the 
road is a large Neon sign, bearing 
the company’s distinctive green pen- 
nant and the words Pierce Pennant 
Terminal. Above the sign is an il- 
luminated clock, the whole standing 
in an attractive cultivated plot. 

The company has closely tied up 
the hotel service with the sale of 
petroleum products. On the wall of 
each hotel room is a bronze plaque 
reading, “The quality of this institu- 
tion is indicative of the quality of 
Pierce Pennant Products.” 

During the past two years the 
Pierce corporation has put nearly all 
its advertising appropriation tinto 
advertising the terminals. One me- 
dium was radio broadcasting extoll- 
ing the beauties of the Ozarks and 
pointing out that enjoyment of a 
tour to the section was assured by 
the Pierce Pennant Terminals. The 
campaign was credited with being 
an important factor in bringing 
nearly a million and a half tourists 
to that part of the country during 
1929. This also built up considerable 
good will throughout local communi- 
ties for Pierce. 


How Federation 
Will Work Under 
New Line-Up 


New York, May 28.—The new set- 
up of the Advertising Federation of 


.America provides for five classes of 


membership. They are local clubs 
with a minimum of $60 dues, Na- 
tional groups with a minimum of 
$100 dues, sustaining members with 
a minimum of $100 dues, associate 
members with $25 dues, and chap- 
ters of college fraternities with a 
minimum of $10 dues, but no vote. 

The Board of Directors has been 
increased from 17 to 21. 

The executive officers, president, 
secretary and treasurer are to be 
elected by the Board. Nominations 
for the Board are to be made by a 
committee of eleven, three of whom 
are to be appointed by the chairman 
of the local clubs, three by the chair- 
man of the National group, one by 
the chairman of the Women’s Clubs 


and four by the chairman of the 


Board of Directors. 

The voting representation of the 
clubs is not changed. The voting 
representation of the national 
groups is on the same basis as that 
of the clubs. 

To avoid possible conflict of au- 
thority, the Board of Club Presi- 
dents is changed to the Committee 
on Club Management. The Adver- 
tising Commission is changed to the 
Committee on Departmental Activ- 
ities and the Women’s Advertising 
Federation is changed to the Com- 
mittee on Women’s Club Manage- 
ment. 

The committee on Departmental 
Activities is increased by the ap- 
pointment of enough buyers of ad- 


vertising—local or national—to give 
the buyers a majority. 

Each of these three committees 
elects its own chairman who becomes 
vice-president and member of the 
Board of Governors, but none of the 
three committees has a constitution 
or by-laws or any form of separate 
existence except as part of the Ad- 
vertising Federation of America, un- 
der the control of the Board of Di- 
rectors. 

District organizations are con- 
tinued. Provision is made for a dis- 
trict organization of the Women’s 
Clubs. There is no change in the 
Bureau of Research and Education. 


Provision is made for associating 
with advertising associations of 
other countries in an international 
body, providing that American rep- 
resentatives in such a body shall 
have no power to commit the Ad- 
vertising Federation of America to 
any plan or agreement or financial 
responsibility as to international re- 
lations until such steps have been 
approved by the Board of the Ad- 
vertising Federation of America. 

A past-presidents’ council, con- 
sisting of all living past-presidents 
is created and may be consulted by 
the Board of Directors or the Presi- 
dent. 


Elected Vice-President 


Earl Gulick has been elected vice- 
president of the Outdoor Advertising 
Agency of America, Inc., New York. 
He was for many years with the 
General Outdoor Advertising Com- 
pany and the Poster Advertising 
Company. 


Boes Transfers 


R. E. Boes has been appointed 
director of media and market re- 
search by George Harrison Phelps, 
Inc., Detroit. He has been assistant 
director of media for Advertisers 
Incorporated, Detroit. 


Barron in Tulsa 


The Barron Advertising Agency, 
of Kansas City has established a 
branch at Tulsa, Okla., in charge of 
L. H. Sweeney. This step follows the 
recent opening of a Cleveland office. 


Gets Financial Account 


Albert E. Peirce & Co., financial 
house of Chicago, New York, etc., 
has placed its advertising with Al- 
bert Frank & Co., Chicago. News- 
papers will be used in most of the 
large cities. 


No. 12 of a Series 


THESE TERRIBLE REDS 


Lots of excitement about the Reds. Unemployment 


demonstrations suppressed by the police. Broken 


heads. Indignation. Editorials. Arrest and convic- 


tion of the Communist leaders. 


It is either very serious or very ridiculous. How 


many reds are there in America? How much does 
Moscow have to do with it? Is the United States in 


danger? Should we look under the bed every night to 


make sure a Bolshevist bomb is not sleeping with us? 


Scribner’s for June gives you more dope on the 


“Red Menace”’ than you'll find in a carload of mani- 


festos from the D.A.R., Commissioner Whalen, and 


Communist headquarters. Two experts in two 


articles give a complete account of what the Reds 


in Moscow think they are doing and what is actually 


happening. 


Malcolm Logan, New York newspaper man, tells 
the American end of it in “The Terrible Reds.” 
William C. White, just back from Russia, gives a 


vivid picture of the “Home Office of the Revolu- 


tion,”’ and indicates that the Moscow comrades 


could show the G.O.P. publicity men a trick or two. 


Either we are going to be governed by William 


Z. Foster or we are not. You will find out here just 


how it is going to be done—if it is done. 


—AND 
MOSCOW 
PUBLICITY 

MEN 


JUNE 


SCRIBNER'S 


“SCRIBNER'S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 
MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING. “—BOSTON TRANSCRIPT 
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One Way to Maintain Volume 


The Motor and Equipment Asso- 
ciation has started an advertising 
campaign which has as its objective 
an increase in the amount of business 
represented by the repair and main- 
tenance work done for automobile 
owners. “Care Will Save Your 
Car” is the slogan of the campaign, 
which will not only stimulate the 
sale of repair work, but will increase 
purchases of parts, accessories, fin- 
ishing materials, etc. 


The whole automobile industry is 
alive to the fact that if fewer new 
ears are sold this year, more business 
may be done in the service field. 
The General Motors units, for ex- 
ample, are employing better adver- 
tising and sales methods on this fea- 
ture. Direct mail campaigns to pres- 
ent owners, urging them to make use 
of service facilities regularly, are a 
standard part of the General Motors 
system, and these are being con- 
tinued. 


In addition, real sales effort is ex- 
erted upon the situation. Personal 
calls are made upon owners who 
have not been patronizing the serv- 
ice department. When a customer 
brings in his car for a particular 
job, it is carefully inspected and 
other necessary or desirable work is 
suggested to him. New _ shock-ab- 
sorbers, tires and other merchandise 
are sold, in addition to the parts and 
supplies which may be needed in the 
routine repair work. 


——— 


Most other industries can profit 
from the example of the motor car 
field. If there is a reduction of buy- 
ing in one direction, the right kind 
of advertising and sales promotion 
may assist in increasing it in an- 
other. The repair, maintenance and 
modernization program which is be- 
ing applied to various fields repre- 
sents one of the best ways to bring 
the total activity up to something 
approaching par. 


The home modernization work 
which is being participated in by the 
building field is a good instance of 
what may be done along this line. 
Factory modernization is being 
urged by the Government, and the 
idea is being carried out to a con- 
siderable extent. 


The Clean Up and Paint Up plan 
in the paint field, which was origi- 
nated a number of years ago by 
Allen W. Clark, of the American 
Paint and Oil Dealer, shows the 
huge volume of business which may 
be built around relatively small and 
insignificant individual activities. In 
the aggregate they amount to aston- 
ishing totals. 


In any period of recession of buy- 
ing of major items, increasing the 
number of buyers of smaller items is 
the obvious method of protection 
against serious shrinkage in the to- 
tal volume. Advertising can find 
and interest these buyers. 


Cheapening the Advertising 


A certain manufacturer recently 
put out a catalog which represented 
a real saving in the cost of the book 
as compared with previous editions. 
The paper was not quite as good; 
line-cuts had been substituted for 
half-tones; much of the color work 
which had marked previous issues 
was omitted, and the binding was 
done in a serviceable and substantial 
but less expensive and attractive 
style. 

To all intents and purposes the 
job was apparently just as good as 
had been produced previously, and 
the company, consequently, would be 
able to transfer the saving thus 
made to the profit account, if it 
eared to do so. 


After the book had been out for 
a short time, and the salesmen and 
others had had a chance to get the 
reaction of the trade, reports began 
to filter back to the home office. 
Some of them were rather disquiet- 
ing. The general feeling was that 
the company had deliberately set out 
to cheapen the catalog, and that the 
effort was too obvious. The salesmen 
felt that the prestige of the house 
had been endangered by the changes 
which had been made. 

The result of the numerous crit- 
icisms which piled up was that the 
management of the company has de- 


cided to reissue the book in a short 
time, far less than the usual period 
of service of a catalog. It will ap- 
pear in a form very similar to that 
which was in use before the current 
edition was published. 


This comment is offered not to 
suggest that there are not legitimate 
methods of saving money in the pro- 
duction of advertising material, but 
rather to emphasize the point that 
sales literature and other printed 
matter has certain intangible qual- 
ities which should not be sacrificed 
merely to save money. If quality 
can be maintained and economy ad- 
vanced, that is the ideal situation. 


The advertising manager who in- 
sists on paying a little more for a 
quality job knows that in the long 
run it will be worth the difference. 
Sometimes criticisms of production 
costs are based on impressions as to 
results which are unfair to work 
which is done carefully and which 
costs more for that reason. 


One of the reasons why few pur- 
chasing agents buy advertising ma- 
terials and service is because the 
usual yard-sticks for measuring 
value cannot always be applied to 
this field. Much is necessarily left 
to the judgment, discretion and ex- 
perience of the executive. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


93. A Pictorial Survey of the Hotel 
and Restaurant Markets. 

A booklet containing 36 pages of 
pictures and charts on the hotel and 
restaurant markets in condensed 
form. The market is analyzed by 
number and distribution of units, 
potential growth, organization and 
annual purchases. Information re- 
garding channels of distribution and 
methods of building sales is included. 
Published by Ahrens Publishing 
Company, New York. 

92. A Survey of the Chain Drug 
Field. 

A portfolio of 27 pages covering 
the growth of chains, average sales, 
administrative and operative organ- 
ization, etc. Published by Chain 
Store Age, New York. 


94. Sell More with Strathmore, 

An artistic book of _ suggestions 
for direct mail pieces, that briefly 
discusses the psychology of paper in 
direct mail advertising and demon- 
strates “how to do it.” Published by 
the Strathmore Paper Co., Mit- 
tineague, Mass. 


95. Market Analysis of Amusement 
Park Management and 
Aquatics. 

Breaks down the field by parks, 
commercial pools, beaches, etc. In- 
cludes a description of the buying 
and operating methods of the sev- 
eral classifications and a list of 
articles bought in this field. Pub- 
lished by Amusement Park Manage- 
ment and Aquatics, New York. 


96. The Truth About Great Britain. 

With the contrast between post- 
war and modern Britain as the 
theme, this little booklet presents 
information of interest to American 
business seeking distribution in Eng- 
land. Published by Joshua B. Pow- 
ers, Inc., New York. 


97. The Collegiate Salesman. 

A list of 718 college and prepara- 
tory papers, classified by location, 
registration, class, publication 
periods, etc. Published by the Col- 
legiate Special Advertising Agency, 
Inc., Chicago. 


98. Getting Down to Real Facts in 
the Grocery Business. 

A 30-page booklet analyzing the 
distribution of foodstuffs and the 
comparative volume of chain and 
independent retailers. The booklet 
says the generally accepted figures 
as to the number and importance of 
chain stores is incorrect. Published 
by The Progressive Grocer, New 
York. 


99. And the Greatest of These is 
Common Sense. 

A portfolio in which it is claimed 
that color is a factor of primary 
importance in advertising building 
materials. The subject is_ illus- 
trated with numerous reprints of 
representative advertisements in this 
field. Published by Walter C. Mc- 
Millan, Inc., New York. 


101. A Graphic Conception of Ad- 
vertising. 

An elaborate book showing the 
function of advertising in relation 
to the selling scheme. Illustrated 
with unusual charts. Published by 
Robinson, Lightfoot & Co., Inc., New 
York. 

84. This Man the Architect. 

This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 

72. Analysis of Products and 
Brands Carried by Seed Deal- 
ers. 

Results of a survey by Seed World, 
Chicago, covering the activities of 
dealers in this field in the merchan- 
dising of many lines other than 
seeds, from baby chicks and bee sup- 
plies to stock remedies and weed de- 
stroyers. 


.| saying, “The editor has finally got it 
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—Life 


Heaven, as seen by an advertising artist. 


Voice of the Advertiser 


Note to Printer: Set 
This 2 1/12 Inches Wide 


To the Editor: In one of your 
recent issues you quoted the editor 
of “The Forecastle,” published by 
the Seaman Paper Company, as 
having his ems and picas figured out 
approximately. You quote him as 


through his head that an em is one- 
sixth of an inch, and the fact that 
a pica is the same as an em has also 
filtered in.” 

On checking up with some of the 
printers at R. R. Donnelley & Sons 
Company, of Chicago, printers who 
have, it may be presumed, a fair 
knowledge of the printing business, 
I find that they agree that it is still 
rather common to hear of an em and 
a pica being the same, but that this 
is an inaccurate conception, because 
an em is the square of any point 
size. 

In other words, a 10-point em is 
10 points square; a 12-point em is 
12 points square. A pica is 12 points 
or one-sixth of an inch exactly, lin- 
ear measurement. A 14-point em 
would be 14 points square, etc. 

Regarding the desire of “The 
Forecastle” to enlist in the cause of 
simplicity of units of quantity in or- 
dering paper, I am informed that 
Donnelley’s have been trying for 
years to get paper houses to use 
1,000 sheets to a ream as a basic 
figure, but that the paper companies 
in the East will give little heed to 
the argument. 

CHARLES REYNOLDS, 
Managing Editor, 
The Kiwanis Magazine, Chicago. 
* * 


Favors Tests 

To the Editor: I believe that 
every advertising campaign of any 
size should be thoroughly tested be- 
fore it is run in the complete list 
of mediums. Also, that cities of 
various sizes should be included, and 
that the cities should be in terri- 
tories that are as nearly average as 
possible. 

This may seem a large order, for 
it is difficult to make a selection of 
average cities, and the selection 
would depend somewhat on the type 
of product advertised. 

However, it has been proved that 
copy which seems to fall short when 
measured by the yard-stick ordina- 
rily employed by advertising experts 
frequently produces results not at- 


tained by copy approved by such 
experts. For that reason, the only 
safe guide is a thorough test of copy 
before putting money into a cam- 
paign. 
JAMES W. CRITCHFIELD, 
Vice-Pres. Clark Brothers 
Chewing Gum Co., Pittsburgh. 


* * * 


‘Proposed’ Is Horrid Word 
To the Editor: While we ap- 
preciate your notice of our handling 
the Empire State Building account, 
printed in your excellent newspaper 
May 10, may we take the opportun- 
ity to point out that the Empire 
State Building is not “proposed”? 
Nearly ten stories of steel work 
are already finished and construc- 
tion is proceeding rapidly. Our ad- 
vertising campaign has_ already 
opened in the New York newspapers. 
JOSEF ISRAELS II, 
Publicity Associates, New York. 
* * * 


“Copy Cub” and Radio 

To the Editor: Of all the litera- 
ture that comes to my desk, I reach 
first for ADVERTISING AGE and of the 
articles and features, the one claim- 
ing my undivided attention is the 
column, “Rough Proofs.” 

I was particularly impressed with 
the comments in your issue of May 
17 on the kind of music preferred 
by owners of radio receiving sets. 
Upon several different occasions, I 
have considered radio broadcasting 
as an advertising medium, and I 
know for a fact that no survey oF 
analysis has been made of the pref- 
erences of radio audiences. 

Considering the potentialities of 
radio in advertising, it seems to me 
that some aggressive and progres- 
sive manufacturer of radio sets 
should take a census of owners, with 
a view of learning whether they pre- 
fer jazz or light opera, spirituals or 
opera, minstrels or symphony 0r- 
chestras. 

They might even determine wheth- 
er a soprano is preferable to a con- 
tralto, or a tenor to a bass. 

I commend the thought to the seri- 
ous consideration of some of the 
large manufacturers of radio receiv- 
ing sets, so that prospective users 0 
radio advertising may know in ad- 
vance the type of program best suit- 
ed to their individual requirements. 

W. N. MACKEY, 
Director of Marketing, — 
Newman Mfg. Co., Cincinnati. 
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SPACE SELLER'S 
JOB 1S TO FIND 
BEST MEDIUM? 


Jack Carr Takes Unorthodox 
Viewpoint 


Toledo, May 29.—Nothing less 
than revolutionary was the view ex- 
pressed here last week by Jack Carr, 
direct mail authority, in an address 
before the Toledo Advertising Club. 
Mr. Carr expressed the opinion that 
the primary job of the space sales- 
man is to help the advertiser in lo- 
cating the medium that exactly fits 
into the job to be done. 

While space salesmen expressed a 
strong desire to debate the question 
with Mr. Carr, the latter rushed on 
with his machine-gun discourse, 
leaving the salesmen in the dark as 
to whether or not they could con- 
tinue to hold their jobs under this 
plan. 

Mr. Carr’s reputation is such that 
the Women’s Advertising Club, the 
Toledo Typothetae and other organi- 
zations were invited to hear him. 
There was also a delegation from 
Detroit, headed by E. W.° Husen, 
president of the Mail Advertising 
Service Association. 

“Let us tell the truth about adver- 
tising. Let us help our clients to 
select the right medium, whether it 
is the one we happen to be selling or 
not,” urged Mr. Carr. ° 


Contact, continuity and concentra- 
tion were listed as the three require- 
ments of advertising success. 


Competing Attractions 


“The great American public is the 
queerest conglomoration that ever 
existed,” he said. “They continually 
crave the unusual. Our buying pub- 
lic is hell-bent for happiness. We 
can attract its attention with clever- 
ness, if we are clever enough to com- 
pete with the theatre, radio, golf, 
the automobile and many other at- 
tractions. 


“The real religion of America to- 
day is reputation. The old argu- 
ments about service, purity and 
product have become so standard- 
ized that any of your competitors 
can duplicate yours. You haven’t a 
customer whom your competitor 
can’t take away. Human nature 
craves recognition. We have a sup- 
pressed desire to do business with 
someone we know or feel we know. 


“Contact may be maintained by a 
continuous chain of friendly, human 
letters, because we more nearly put 
ourselves into our letters than into 
any other medium. No man living 
can judge the pulling power of his 
advertising in advance, because ten 
different men will read the same ad- 
vertisement from ten different view- 
points, 

“All sales resistance can be over- 
come by continuity. Continuity is 
more important than copy. It is the 
vital factor in success or failure. 1 
believe that too much is spent for 
advertising. My recommendation is 
that we spend less, but spend longer. 

“It is better that 500 know your 
Product thoroughly than that 500v 
know it casually. That calls for con- 
centration. 


Forget the Rules 


“The less we know about rules in 
Writing, the more sincere and 
friendly our letters will be. I can 
Sive you exact figures on the results 
of 10 years of continuous, concen- 
trated advertising. Out of 1000 on 
your list, 140 will respond the first 
year; 70 per cent will have made in- 
quiry, purchases or come to your 
Store at the end of ten years, and 30 
Per cent will either have died, moved 
away or can no longer buy. 

“Advertising has been so highly 
advertised that to most men it 
means a mysterious way of making 
Money. If advertising is in disre- 
pute among merchants and manu- 


“GOOD LUCK, OLD MAN” 


eae easily 


C. C. Younggreen, retiring chief of the A. F. A., gave the president’s salute to his 
successor, Gilbert T. Hodges, of the New York Sun, at Washington last week. Those 

‘ witnessing this ceremony were, front row, Walter A. Strong, Chicago Daily News, 
chairman of the board, and Miss Jeannette Carroll, of Providence, first feminine vice- 
president. 


Lending their approbation in the background, left to right, are Earle Johnson, 
general manager, A. F. A.; Robert Johnson, Time, new director; W. R. Ewald, vice- 
president, and Edgar Kobak, McGraw-Hill Publishing Co. 


facturers it is because we ourselves 
put it there. 


“Waste in advertising doesn’t 
come from advertising itself. It 
comes from using the wrong me- 
dium. There are many cases where 
reaching the greatest possible num- 
ber of people is not necessary. 


“There is no such thing as a cam- 
paign in successful advertising. 
Campaign means to splurge—to 


start and then stop. Nine out of ten 
merchants and manufacturers are 
in business to stay. To start in busi- 
ness or to start advertising and then 
to stop is an absolute waste of 
money.” 


The speaker said that thousanas 
of dollars were spent on campaigns 
when hundreds would and did do 
the job, by the use of consistent let- 
ter campaigns rather than splurges 
in publications. He paid a tribute, 
however, to the newspaper and the 
national magazine, as having their 
place in the advertising plan, and 
of having done a good job when 
given their kind of a job to do. 


Mesdames, Voici! 
Les Annonces 
Americaines 


New York, May 29.— Full page 
advertisements in French, unaccom- 


‘panied by translations, are a feature 


of a magazine campaign on per- 
fumes recently inaugurated by Len- 
theric, Inc., manufacturers of toilet 
requisites, and a subsidiary of E. R. 
Squibb & Sons. 


C. T. Maeding, general sales man- 
ager, said Lentheric, Inc., is the only 
advertiser in the country using this 
type of copy, and the distinctive 
modernistic illustrations in varied 
colors which accompany it. 


Mr. Maeding contends that no 
English translation is required be- 
cause the French language itself 
“carries the spirit of perfume,” and 
is sufficiently intriguing to create in- 
terest, regardless of interpretation. 


Reprints of these French adver- 
tisements have been made into coun- 
ter display cards for department 
stores. The cards, however, carry a 
translation. Enlargements, displayed 
in the windows of the Lentheric 
Fifth Avenue store, however, do not 
offer a translation. 


Lentheric’s magazine campaign 
includes two-column black and white 
advertisements of specific toilet ac- 
cessories, such as powder, lipstick, 
and rouge. The fall campaign will 
include rotogravure sections in daily 
newspapers. 


The French language will be used 
only in connection with perfumes 
and will be confined to a few class 
magazines. This copy is running in 
Harper’s Bazaar, Vogue and The 
New Yorker. 


ReoConcentrates 
Advertising with 
Single Agency 


Lansing, Mich., May 29.—The 
Reo. Motor Car Company has 
changed its advertising policy and 
will concentrate all advertising in 
the hands of one agency, instead of 
having one for pleasure cars, an- 
cther for trucks and a third for for- 
eign advertising. 

George Harrison Phelps, Inc., De- 
troit, has been selected as the com- 
pany’s only agency. Phelps is estab- 
lishing offices here in anticipation of 
taking over the complete account in 
August. 

Phelps has handled Reo foreign 
advertising for several years. The 
pleasure car account has been di- 
rected by Young & Rubicam, New 
York, and the truck advertising has 
been handled by Blackett-Sample- 
Hummert, Inc., Chicago. 


The new branch will operate un- 
der the supervision of H. J. Koch, 
vice-president of George Harrison 
Phelps, Inc. Assisting him will be 
Oscar F. Jackson, until recently ad- 
vertising manager of Reo, who joins 
the Phelps staff June 1; George D. 
Wilcox, who resigned a few weeks 
ago as sales promotion manager of 
Federal Motor Truck Company to 
join the Phelps organization, and 
Captain R. A. Leavell, technical ex- 
pert of the Phelps agency. 


Mr. Jackson will devote himself 
principally to assisting in Reo con- 
tact work and in the publication of 
the Reo house organ. Mr. Wilcox 
will .be occupied with Reo Speed 
Wagon and Captain Leavell will be 
available for general activities. 


Reo newspaper and magazine 
schedules will continue essentially as 
originally contemplated for the year 
and will be augmented by intensive 
sales promotion activities. 


The 1930 appropriation is said to 
be $500,000. 


Building Papers 
Paying for Ideas 
Building Age and Building Mate- 
rial Marketing, published by Na- 
tional Trade Journals, Inc., New 
York, will pay $1,000 to readers for 
ideas for meeting the Sears-Roebuck 
type of competition in the building 
field. The entry of Sears-Roebuck 
into the building field has tended to 
direct business away from standard 
trade channels. 


Richfield Erects 
Electrical Display 


The Richfield Oil Corporation now 
has the highest and one of the 
largest electrical signs on Broadway, 
the new display topping a 12-story 
building at 48th street between Sev- 
enth avenue and Broadway. The 
sign was erected by the General Out- 
door Advertising Company. 


Complete Spokane Slate 


The nominating committee of the 
Spokane, Wash., Advertising Club, 
headed by Joseph Baily, has an- 
nounced the following slate: 

For first vice-president, Fred A. 
Vorrell and Earl C. Green; second 
vice-president, Mrs. W. N. Joyner 
and Mrs. Ernest Tomowske; treas- 
urer, Mrs. Emilie H. Burcham and 
George S. Marshall; for the execu- 
tive board, four to be chosen, B. H. 
Callison, Ben Cohn, Thomas A. E. 
Lally, Carl L. Hoffman, William J. 
Rusch, Nevin H. Snyder, J. T. 
Trenary and Edison Worthington. 


Plan Salmon Campaign 


The Northwest Salmon Canners’ 
Association has appointed the Seattle 
office of Erwin, Wasey & Co. to di- 
rect a three-year campaign. Approxi- 
mately $1,000,000 will be spent. 
Arthur W. Wittig is chairman of 
the association’s advertising commit- 
tee. Erwin, Wasey & Co. are also in 
charge of the campaign of the Pa- 
cific American Fisheries, Inc. 


A. B.C. Has Three 
New Directors 


Announcement has been made by 
O. C. Harn, managing director of 
the Audit Bureau of Circulations, of 
the election of three new directors 
at a meeting of the board in New 
York last week. They are L. B. 
Jones, of the Eastman Kedak Com- 
pany, Rochester, N. Y.; Arthur H. 
Ogle, of Bauer & Black, Chicago, 
and H. A. Sprague, of the News- 
Press, St. Joseph, Mo. 

Mr. Harn also announced the ap- 
pointment of Harold V. Strawn as 
manager of promotion and publicity. 
Mr. Strawn was formerly connected 
with the advertising departments of 
the Inter-Woven Hosiery Company 
and the United States Rubber Com- 
pany. 


Brown with Ludgin 


Harol P. Brown, well known in 
the agency field, has joined Earle 
Ludgin, Inc., Chicago agency. 


Satisfactory 
agency service 


If your prodfict is in the build- 
ing field you will find us under- 
standing of your marketing 
methods, competition and sales 
reasoning. 


We can give you satisfactory 
agency service because our copy 
will capitalize the feelings of 
your prospects toward you and 
your product. 


Would you like to know how it 
works in practice? 


RUPERT THOMAS 


Advertising, 11 W. 42d St., New York 


An agency specializing in bulld- 
ing materials and equipment 


OVER A THIRD 
CENTURY OF 
PRESTIGE 


For over thirty-five years our 
lithographed products have 
been establishing an ever in- 
creasing prestige among 
national advertisers. 


Today a list of our customers 


is a list of the 


leading adver- 


tisers of the country. 


Whatever your product, we 
can display it to gain the 
maximum attention and 


appeal value. 


EDWARDS & DEUTSCH 
LITHOGRAPHING 
COMPANY 


Offset » Poster ~ Color 
Commercial Lithographers 


CHICAGO 
2320-2336 Wabash Ave. 


MILWAUKEE 
2101-2113 Michigan St. | 
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New Definition 
of Rates Goes 
to Publishers 


Washington, May 26.—A new 
definition of local and national ad- 
vertising was adopted by the News- 
paper Advertising Executives Asso- 
ciation at its meeting here last week. 
Presented by Frank E. Tripp, of 
the Gannett Newspapers, it will be 
presented to the American News- 
paper Publishers Association as a 
possible solution to the controversy 
over rate differentials. 


The definition said: 


“Newspaper rates are better desig- 
nated as retail and general, rather 
than as local and national. 


“An advertiser shall be entitled to 
retail rates only when he sells direct 
to the consumer through one or more 
retail stores which he alone owns 
and controls. 

“If the retailer named is also ter- 
ritory jobber, wholesaler or dis- 
tributor, the advertising is not local 
retail copy. 

“Retail rates apply to co-operative 
advertising confined strictly to a 
group of bona fide retail advertisers, 
provided the advertising is paid for 
by the merchants involved. General 
rates apply to all co-operative ad- 
vertising where both retail and 
general advertisers dre involved. 

“General rates apply to advertis- 
ing over the signatures of two or 
more retailers, of separate owner- 
ship, offering the product of some 
manufacturer. 

“General rates apply to all adver- 
tising other than that of strictly 
bona fide retailers, selling at retail 
exclusively, paid entirely by them- 
selves, and offering goods or services 
to the consumer at outlets owned by 
themselves without reference to 
whether the copy is placed direct or 
through an advertising agency.” 

Don Bridge, Indianapolis News, 
was elected president of the N. A. 
E. A., succeeding Leslie M. Barton, 
Chicago Daily News, who declined a 
third term. Alvin R. Magee, Louwis- 
ville Courier-Journal and Times, 
who has served as a director and 


MERIT REWARDED 


Joseph R. Tomlin 


Mr. Tomlin was the guest of 
the Advertisers’ Club of Cincinnati 
May 21 when his 75th birthday an- 
niversary coincided with the club’s 
weekly meeting. Mr. Tomlin is in 
the local advertising department of 
the Cincinnati Times-Star, with 
which he has a record of 58 years 
continuous employment. 


‘hairman of the program committee 
‘or several years, was elected vice- 
resident. 

Directors named for three-year 
terms were L. M. Barton, Carl P. 
Slane, Peoria (Ill.) Journal and 
Transcript, and Fred Archibald, 
Omaha (Neb.) World-Herald. Col. 
Leroy W. Herron, Washington Star, 
was elected a director to fill the 
unexpired term of Mr. Magee. Irv- 
ing R. Buntman, Milwaukee Herold, 
declined a third term as secretary- 
treasurer. 

Award of the A. L. Shuman 
Trophy for the best local advertising 
campaign went to the St. Paul 
Pioneer Press and Dispatch for a 
co-operative series of 15 advertise- 
ments for the St. Paul building and 
loan associations. A prize of $100 
was given to W. F. Johns, adver- 
tising director of those papers. 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


Use the 


posted on the 


Coupon! 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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CO-OPERATION 
BRIGHTEST HOPE 
FOR THE FUTURE 


Metropolitan Reviews Recent 
Developments 


New York, May 29.—Predicting 
that co-operative marketing activi- 
ties will develop even faster in the 
future than in the past, the Policy- 
holders Service Bureau, Metropoli- 
tan Life Insurance Company, has 
issued a brochure reviewing some 
advertising and sales campaigns of 
this nature. 


One of the cases cited is that of 
the Excelsior Brewing Company, of 
Brooklyn, and the Loose-Wiles Bis- 
cuit Company. The former, it is 
related, dveloped a legal brew to 
sell at 20 cents, and created a con- 
siderable consumer demand for 
“Olde Keg,” as it was called. How- 
ever, the company found, by tests, 
that the product sold best when 
associated with a food product. 
Pretzels were considered the logical 
ally. 

The Loose-Wiles Company was 
approached and an arrangement set 
up by which this company agreed to 
use Olde Keg as a trade name for 
a packaged pretzel to be made by 
them, and the Excelsior Brewing 
Company agreed to advertise the 
Loose-Wiles product in conjunction 
with their advertising of Olde Keg 
Brew. Also it was agreed that the 
Excelsior salesmen would sell the 
pretzels as well as their own prod- 
ucts, and would also set up window 
and counter displays of both prod- 
ucts in dealers’ stores. The Loose- 
Wiles salesmen, in turn, were to 
carry with them a portfolio of 
Excelsior advertising along with one 
showing the advertising of their 
own company. 

Cellophane and Cigars 

A similar instance of co-operative 
activity involves the cellophane divi- 
sion of E. I. duPont deNemours & 
Company which is understood to 
have entered into reciprocal publicity 
arrangements with a number of 
manufacturers using the duPont 
product, cellophane, a transparent 
waterproof cellulose product used 
for wrapping and packaging pur- 
poses. 

The advantages of this material, 
because of its transparency, can best 
be advertised when shown in con- 
junction with some other product. 
Nationally known products are, of 
course, prefered for such advertis- 
ing association, and a_ reciprocal 
arrangement is usually entered into. 
Roi-Tan cigars, for example, are in- 
cluded among the products in con- 
nection with which Cellophane is 
advertised. 

The cigar company has recipro- 
cated by featuring duPont Cello- 
phane, together with the DuPont 
trademark, in its own advertising. 
It is stated that similar reciprocal 
arrangements exist between duPont 
and the Dennison Manufacturing 
Company, of Framingham, Mass. 

One unique co-operative market- 
ing effort which apparently was not 
successful, was that of 25 Western 
candy manufacturers who formed 
Candy Associates, Inc., to adopt a 
standard formula for a five-cent can- 
dy bar. This method allowed the 
organization to advertise on a much 
broader scale than any individual 
could afford. 

The pooling of salez effort is an 
innovation for which impetus is pre- 
dicted in the future. This idea is 
said to have been conceived in the 
industrial field, where two manufac- 
turers of non-competitive machinery 
were able to use one sales organiza- 
tion. However, the plan has been 
successfully adopted in the general 
field, according to the Policyholders 
Service Bureau, which explained one 
adaptation as follows: 

One Sales Force 
“The furniture industry affords a 


good example of tine possible ad-!C 


New Club 


“American Lumberman,’’ 
Chicago, is starting the “One 
Week” Club. The only requis- 
ite is that members, when dis- 
cussing business conditions, 
emphasize the facts that are 
favorable, rather than those 
which are pessimistic. 


vantages offered by this new form 
of cooperation. It is common prac- 
tice for furniture manufacturers to 
specialize on some particular type of 
goods. Thus, there are manufac- 
turers producing upholstered furni- 
ture exclusively, while others limit 
themselves to case goods, that is, 
dining-room and bed-room furniture. 
Still others concentrate on kitchen 
furniture, or tables, or chairs. 

“The marketing practice usually 
has been to sell through commission 
agents, who may handle two to 
three or more non-competing lines. 

“Manufacturers in search of some 
plan which would give them more 
control over their marketing opera- 
tions than the commission agent 
system affords, have hesitated about 
operating their own sales force, feel- 
ing that the cost would be excessive 
because the salesman has only one 
line to handle. If, however, a manu- 
facturer of case goods, a manufac- 
turer of upholstered furniture, and 
manufacturers of one or more other 
special lines could operate a sales 
force jointly, then the problem could 
be largely solved. 

“It is understood that such a plan 
is actually in operation. Control of 
the sales force, representing the co- 
operative manufacturers, is in the 
hands of a joint committee. By hav- 
ing each salesman represent a com- 
plete line of furniture, overhead 
costs are reduced so as to be com- 
parable with marketing costs under 
the commission agent plan. And, in 
addition, the manufacturers have di- 
rect control over the marketing of 
their output in a way not possible 
when selling through independent 
agents.” 

Co-operation for research alone is 
another profitable and growing mar- 
keting practice. The Electric Steel 
Founders’ Research Group is an out- 
standing example of group action of 
this kind. Five comparatively small 
companies have derived benefits far 
exceeding individual expenditures. 


Blum New President 
of Poor Richard Club 


Charles Blum, of the advertising 
agency of that name, was elected 
president of the Poor Richard Club, 
Philadelphia, at the annual meeting. 

Other officers are: First vice- 
president, G. Adolph Wiedemann, 
Philadelphia Evening Bulletin; sec- 
ond vice-president, M. H. Wright, 
advertising manager, John B. Stet- 
son Company; secretary, Clarence 

Cranmer, and treasurer, Edward 
S. Paret, vice-president, T. C. Davis 
& Sons, printers. 

Directors: William J. Laird, Bell 
Telephone Company of Pennsyl- 
vania; Howard C. Story, of Story, 
Brooks & Finley, and Louis W. 
Wheelock, vice-president in charge 
of advertising, Stephen F. Whitman 
& Son, Inc. 


Seattle Comesion 


Pulls More Inquiries 

Since February 15, the Seattle 
Chamber of Commerce has received 
14,157 letters of inquiry from its 
advertising. Willis Brindley, chair- 
man of the publicity committee, said 
that this is a new high figure, the 
previous mark for the corresponding 
period being 13,847. 

The state chamber of commerce 
plans to raise $150,000 for addi- 
tional advertising. Each district will 
be assessed. 


Canadian Agent Honored 

W. Wallace Goforth, director of 
research for Cockfield, Brown & Co., 
Ltd., Montreal, has been elected a 
fellow of the Royal Statistical So- 
ciety in recognition of his pioneering 
in commercial research. 


New Work for Coyne 


_Charles E. Coyne, formerly as- 
sistant advertising manager of Fi- 
lene’s, Boston, has become assistant 
publicity director of the R. H. White 
ompany, Boston. 


GILLETTE AGENT 
GIVES LIST OF 
SPACE WINNERS 


Many Newspapers Profit from 
Co-operation 


New York, May 28.—Batten, Bar- 
ton, Durstine & Osborn, Inc., han- 
dling the advertising of the Gillette 
Safety Razor Company, has an- 
nounced the list of prize-winners for 
co-operation. The prize is in the 
form of extra space. 

The agency created an elaborate 
system of scoring for the Gillette 
campaign. Credits were given for 
position of advertisements, for mail- 
ing promotion material to the trade, 
for dealer display help, and for 
space in the newspaper’s trade sup- 
plement. 

The Christian Science Monitor, of 
Boston, ran so far ahead of the 
field under this system of credits 
that it was placed in a separate 
class. The following newspapers 
won extra copy for co-operation: 

Here Are Winners 

Winners of Group I—(Cities over 
250,000) : 

1st prize, Boston American—ex- 
tra full page; 2nd prize, New York 
Journal, extra six full columns; 3rd 
prize, San Francisco Examiner—ex- 
tra four full columns. 

Winners of Group II—(Cities 
150,000 to 250,000) : 

[st prize, Atlanta Constitution— 
extra full page; 2nd prize, Hartford 
Times—extra six full columns; 3rd 
prize, Columbus Dispatch — extra 
four full columns. 

Winners of Group III—(Cities 
75,000 to 150,000) : 

1st prize—Houston Post-Dispatch 
—extra full page; 2nd prize, New 
Bedford Standard & Mercury—ex- 
tra six full columns; 38rd prize, Des 
Moines Register & Tribune—extra 
four full columns. 

Winners of Group IV—(Cities 
75,000 and under): 

Ist prize, Sioux City Tribune—ex- 
tra full page; 2nd prize, Chattanoo- 
ga News—extra six full columns; 
8rd prize, Madison (Wis.) State 
Journal—extra four full columns. 

In announcing the outcome of the 
contest, Batten, Barton, Durstine & 
Osborn said that it helped to make 
the campaign “the outstanding suc- 
cess it has been.”. The agency added 
that while merchandising co-opera- 
tion was well repaid, no paper was 
selected because of the co-operation 
it offered and no paper was penal- 
ized because of lack of co-operation. 


Two More for Vars 

The New York office of Addison 
Vars, Inc., has been appointed to 
handle the advertising of C-Y Choc- 
olate Yeast Company, Inc. News- 
papers and magazines will be used. 

Thomas Leeming & Co., manufac- 
turers of Baume Bengue Anal- 
gesique have also appointed Addison 
Vars, Inc., to handle their advertis- 
ing account. Magazines and news- 
papers will be used. This account 
will also be serviced through the 
New York office. 


Chicago Artists Issue 


First Quarterly Bulletin 
The first Quarterly Bulletin of 
the Artists’ Guild of the Authors’ 
League of America has been issued 
from Chicago. The book shows some 
of the striking art work done by the 
44 members of the organization. It 
was issued “in the interest of better 
art and its reproduction.” 


New “Chek-Chart” Editor 
John B. Rathbun has become tech- 
nical editor of the Chek-Chart Lu- 
brication Bulletin Service, publish 
in connection with the Chek-Chart 
Lubrication Encyclopedia, Chicago. 


Adopt Paint Slogan 
The Norfolk Paint and Varnish 
Co., Atlantic, Mass., has adopted the 
slogan, “Beauty by the Gallon.” It 
will be featured in all future adver- 
tising. 


ip hg vicki ee ee ey. ee Pere ee aie ee ee ce oe ee ee ee | 
i a pee - ae pn ae FOE ES! ee: ee os Pe ee ie Aaa i eS ae Nie LON | tt ho Wee ge Te Me oa oe ey a ee a ae ees oo a ae ae we 
ee Pen 4 
rage te 
Bees ye 
ye" S 
a ina f CTT 
1k Smee ores | 
ue esac ae, 
ee ie ex, Sie 
ie ‘ Si ~~ cs : 
Be A - - 1 ara e a . | 
i A al ae: is 7 7 
Poem a eo 
re car ge ag Be | | 
_’ ee 7s Ae :! | 
{ \ ce an é | 
7 = . | | 
3 % 4 ie F ] | 
by =: | 
oe, 
. es .” j | | 
~ a | | 
. | 
| i‘ i 
| | 
| : | : 
7 | 
| 
| Po : 
a 
| 
| 
| 
: 
; 
' 
_ : 
' 
| 
| 
oti 
| 
re ON Se | 
bia oa Ms eee 
oN see i 
ee ES ES LS LS LS | 
‘ 
| | 
| aan . 
| po | ‘ 
| ee | 
| 
} 
' 
' 
| : 
. 
| 
| ® 
| GE Ke DSc ceeccenccccrevereeseessoeossos 
: | | 
fr | , 


rom 


Bar- 
han- 
lette 
an- 
s for 
the 


rate 
lette 
| for 
mail- 
rade, 
for 
sup- 


r, of 
the 
edits 
arate 
apers 
yn: 


over 


—ex- 
York 
; 3rd 
—ex- 


Cities 


ton— 
‘tford 
; 3rd 
extra 


Cities 


patch 

New 
J—eX- 
>, Des 
-extra 


Cities 


e—eX- 
tanoo- 
umns; 
State 
nns. 

of the 
tine & 
make 
g suc- 
added 
opera- 
r was 
ration 
penal- 
ration. 


*s 

ddison 
ted to 
Choc- 
News- 
> used. 
nufac- 
Anal- 
.ddison 
lvertis- 
news- 
.ccount 
zh the 


* better 


ditor 
1e tech- 
irt Lu- 
blished 
¢-Chart 
yhicago. 


an 

Varnish 
ted the 
mn.” = It 
. adver- 


May 31, 1930 


ADVERTISING AGE 


— 


Few Farm Lines 
Have Complete 
Distribution 


Some interesting facts have been 
revealed by a survey of lines car- 
ried by retail seed stores. Retail 
seedsmen handle unusually varied 
lines, so that the survey, which was 
conducted by Seed World, Chicago, 
covered a large number of items. 

The main fact developed was that 
a large number of brands are han- 
dled in the trade, and that in few 
cases has any one brand been able 
to get the lion’s share of the busi- 
ness, aS represented by dominant 
representation. 

It was found, for example, that 
80 per cent of the stores sell insec- 
ticides, and that 41 different brands 
are being sold. Only one brand has 
as much as 50 per cent distribution, 
however. This product is repre- 
sented in 67 per cent of the stores, 
the percentage of distribution for 
other leaders being listed as follows: 
38, 30, 2114, 21, 21, 144%, 18% and 
0. 


Scattered Distribution 


In the case of poultry feeds, while 
80 per cent of the dealers handle 
products of this character, the maxi- 
mum distribution for any one brand 
is only 13 per cent. Other leaders 
have 11%, 7, 546 and 5 per cent. 

Poultry remedies are represented 
to the extent of 29 brands, but the 
leader has only 34.3 per cent distri- 
bution. The others range from 9.6 
to 32.1 per cent of representation. 


Approximately 60 per cent of the 
stores sell fungicides, and 35 brands 
are represented. The leader is dis- 
tributed by 385.6 per cent of the 
stores, but the next highest is 25 per 
cent, and the others have 21, 17.6, 
14.7, 12.8 and 11 per cent distri- 
bution. 


The most notable field from the 
standpoint of the number of brands 
is fly repellents, of which there are 
68 in evidence, with 51 per cent of 
the stores carrying one or more 
brands. The leader has only 19.3 
per cent distribution, and the next 
two in order have 18 and 5 per cent 
representation 


Some of the other products cov- 
ered by the Seed World survey are 
incubators and brooders, sprayers, 
stock remedies, stock feed, pruning 
implements, pets and supplies, ferti- 
lizers and plant foods, disinfectants, 
bee supplies, garden tools, plant pro- 
tectors, broadcast seeders and weed- 
ers. 


Pick New Directors 


The Advertising Club of St. Louis 
elected nine new directors at the an- 
nual meeting. They are Hale Nel- 
son, advertising manager, South- 
western Bell Telephone Co.; Hubert 
J. Echele, Warwick Typographers, 
Ine. ; Felix W. Coste, D’Arcy Adver- 
tising Co.; F. C. H. Stevens, Banner 
Sign System; L. A. Zimmerman, 
Woodward & Tiernan Printing Co.; 
George Leonard Shultz, artist; J. A. 
Maxwell, Beecher - Cale - Maxwell, 
Inc.; J. Leslie Mahl, Lynton T. 
Block Co.; Al J. Rose, Skinner-Ken- 
nedy Co. 

Holdover directors are Wallace 

Bassford, George F. Bounds, James 
Carroll, V. M. Carroll, J. Carr Gam- 
ble, Perey M. Gash, and E. H. Rey- 
nolds. 
_Ex-officio members are Harry W. 
Riehl, Better Business Bureau; and 
Olive A. Life, president, industrial 
advertisers’ division. 


Joins Buffalo Agency 


Frank G. Japha, president of the 
Japha Advertising Agency, Buffalo, 
has appointed Richard E. Krath- 
wohl as vice-president and treasur- 
er. Mr. Krathwohl was formerly 
with the Marine Midland Corporation 
of Buffalo. He will be in charge of 
the agency’s production and finance 
departments. 


Taylor Leaving Norge 


A. M. Taylor, assistant general 
sales manager of Norge Corpora- 
Jom Detroit, has resigned, effective 
Une 1, 
ouast year, Mr. Taylor was with 

e United States Rubber Co., and 
Prior to that with Copeland Prod- 


Ucts, Inc., in sales and advertising 
Capacities, 


Dr. Campbell Fires 
Salvo at Detractors; 


Will Enforce the Law 


Washington, D. C., May 29.— 
Walter G. Campbell, director of reg- 
ulatory work, Department of Agri- 
culture, in charge of the food, drug, 
and insecticide administration, fur- 
ther clarified his views this week. 
Dr. Campbell’s administration has 
been attacked in more than one 
quarter and an inquiry, by his re- 
quest, is to be conducted by a Sen- 
ate committee. 

In the meantime, Dr. Campbell re- 
viewed the whole situation. He said 
that every food and drug manufac- 
turer in the United States might 
well familiarize himself with this ex- 
cerpt from a Supreme Court ruling: 

“The statute is plain and direct. 
Its comprehensive terms condemn 
every design or device which may 
mislead or deceive. Deception may 
result from the use of statements 
not technically false or which may 
be literally true. The aim of the 
statute is to prevent fraud resulting 
from indirection and ambiguity as 
well as from statements which are 
false. 

“It is not difficult to choose state- 
ments, designs and devices which 
will not deceive. The statute ap- 
plies to food and ingredients and 
substances contained therein. It was 
enacted to enable purchasers to buy 
food for what it really is.” 

Speaking for himself, Dr. Camp- 
bell said: 

Will Enforce Law 

“There is determination on the 
part of the Department of Agricul- 
ture to enforce the law, and that de- 
termination should be supported by 
every man, woman, and_ child, 
whether he is a manufacturer or 
consumer. 

“With the statute plain and direct 
there is no alternative to the ad- 
ministrative insistence upon abso- 
lute truthfulness in statements that 
appear on the label. 

“If there are individual occur- 
rences where lack of agreement ex- 
ists, let those interested come to the 
Department and indicate definitely 
their objection and learn the reason 
for the adoption of the Government’s 
stand. 

“T have no objection to criticism. 
I expect to be criticized, and I ex- 
pect that any governmental organ- 
ization engaged in the regulation of 
business to the extent that it is reg- 
ulated by the terms of the food and 
drugs act will be criticized. 

“T am committed to the adminis- 


Walter G. Campbell 


trative policy of making corrections 
wherever abuses or administrative 
errors have developed.” 

Dr. Campbell said that certain 
trade organizations have condemned 
the principle of multiple seizure. 
This principle is rarely invoked, said 
the administrator. 


Explains Seizure 

“It was invoked,” he said, “in the 
case of a liniment. On the label 
of this drug was the claim that it is 
an effective treatment for tubercu- 
losis, locomotor ataxia, cancer, and 
other diseases that are incurable. 
Would opposition to the institution 
of seizures in multiple form, if it 
prevailed, protect the public or com- 
peting honest manufacturers of pro- 
prietary drug products? 

“The institution of multiple seiz- 
ures has occurred in the case of good 
products where there was an added 
deleterious ingredient which might 
render the consumption of that prod- 
uct injurious to health; where the 
product itself was filthy, putrid, or 
decomposed; where either through 
the composition of the product or the 
character of the label there was a 
manifest and obvious imposition on 
the public, or where for the same 
reasons there was unfair competi- 
tion which had a tendency to demor- 
alize trade. 

“Our object has been to protect 


industry as well as the public. 


“As to slack packs, this is a meas- 
ure that has passed the House some 
three or four times. It is now in 
the Senate before the Senate Com- 
mittee on Agriculture. It was intro- 
duced at the request of the Depart- 
ment several years ago, at a time 
when there was greater necessity for 
it than there is now. 


Slack Packs 


“It undertakes to extend the label- 
ing principle of the law to the pack- 
age and to prevent the use of con- 
tainers which in themselves will cre- 
ate a misleading impression about 
the quantity.” 


Dr. Campbell said there is noth- 
ing in the regulations as they now 
stand prohibiting the use of panel 
bottles. 


“I have never believed that the 
imposition of an honest formula of 
action was a burden to anybody any- 
where, under any circumstances,” he 
concluded. 


“If a requirement which has for 
its purpose the elimination of unfair 
and dishonest operations is benefi- 
cial to industry through its tendency 
to stabilize manufacturing practice, 
why should not this valuable princi- 
ple be extended to all phases of the 
package rather than merely to its 
label?” 


Mme. Rubinstein 
Has the Answer 
to Long Skirts 


Mme. Helena Rubinstein, New 
York beauty expert, passed through 
Chicago Sunday as a Godsend to 
reporters on a dull day. Madame 
Rubinstein gave a sympathetic ear 
to the boys from the press and ex- 
plained the effect of long skirts. 
It’s this way: 


“There was a time when trim an- 
kles and pretty knees were a large 
part of the fashionable woman’s 
charm, and if her face suffered a 
little by comparison it really didn’t 
matter. But long. skirts have 
changed all that. Dainty hosiery is 
now too little seen to suit the mod- 
ern woman. 


“And so, more attention is being 
given to the eyes, the complexion 
and the hair. Judging from the 
beauty business of the first few 
months, the 1930 beauty bill will 
exceed the national bread bill.” 

Madame Rubinstein said that the 
beauty bill in 1929 was $1,825,000,- 
000 and that it will be considerably 
higher this year, because of the ad- 
vent of the long skirt. 


Columbia System 
Names Sales Chief 


H. K. Boice, formerly of Lennen & 
Mitchell, New York agency, has be- 
come director of sales of the Colum- 
bia Broadcasting System. He was 
with Critchfield & Co., Chicago, for 
11 years, resigning as president to 
join the George L. Dyer Company. 


Plan Molasses Copy 

Magazines, newspapers and radio 
will be used by Ewing, Jones & 
Higgins, New York, for the Ameri- 
can Molasses Company. Grandma’s 
Old-Fashioned molasses and a new 
vroduct, Grandma’s Lassup, a table 
syrup, will be featured. 


OF SELLING by using Direct Mail— 

Letters, Post Cards, 
Folders, Blotters, Booklets, Catalogs, etc., ete. 
Postage and TheMaiibag—monthly ine—} 
published gotieoresty since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. -00 a 
= At end of year, we return $4.00 if you are 


not satisfied. Send 25c for sample copy. 


Postage and Mailbag $°,25t"Str°s* 


THE LETTER SHOP, Inc. 


Addressing, Multigraphing, 
Mimeographing, Individual 
Letters 
Telephone Wab. 8655-8656 
440 So. Dearborn 8&t., Chicago, Ill. 


ADVERTISE IN 
The Navy’s Greatest Publication 
WE....are the ONLY Naval Publication 
that reaches BOTH Officers and Men. 
, _New York Chicago 

1 246 Fifth Ave. H. W. Calderwood 
Ow E S.J. Scott 5652 Augusta St., Aus. Sta. 

DITED 

Shiver, UNETED, STATES MANY WEEKLY 
NANYio# The Navy's TABLOID NEWSPAPER 


The 


Jewelers’ Circular 
“The Recognized Authority of the Trade” 


Applicant for Membership 
in the 


A. B.C. 


For over 61 years the 
leading publication 
serving the jewelry and 
allied industry. 


The Jewelers’ Circular 


A Unit of the United Business Publishers 


239 West 39th St., New York 


Paid Circulation 10,459 
Total Distribution 12,000 


Advertising 
Plates 


°P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


<P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street - 


Chieago 


Tt. Cinema Oy ee aE ST Mo TW Geet a eee TS ee a ee ene clear 52S ee ee oe eee Sh AS a Nags Ee a PRS Gn. a i en, a et po, oi ae iy Me aS Eee ee PL oo ce ee Se Te 
on a sii a 6 if Re ee geen sacar ne Po eae ray “kee eee: ee, tS ea eae ED 2... 1 eRe Te, Pe Ee ee” cae ete ee 
, > . ; « ' Te eee Ra 
eee 
230 | nn 7 Ps 
’ ~ | ES | ) : 
a 
ais 
. | rer a 
Fe es 
| Tr ais oe a 5 ae 
— ee Berta 
a we = entree — — 
' tpg z ch 
| gg | REDUCE YOUR COST 
Ate 
f a aes B Bs ? 
— a , Bat 
aa ee 
sa oe a oo ; os - 
| ois, SMP A ae 
Pe SE, ee id ae 
=. PS teapca Bars ad ‘ 
. AY es ies | ' 
ba. ee 57 pe iat. oa 
(ee ee 4 . 
| ae 
| 
- | | 
| 
| 
| 
ae 
Me 
$$$ iets 
} ty a 
} a 
| ae 
| \ a 
| a 
REG U.S. PAT. OFF. 
g i 7 
a _— 
e oe 
7 Mi <A 
an TT nethoescne 
cecil EE 
i iaemeatll ER 
nell A AA capa pa 
RBA DNATA Sm : 
aR De neoctecinteeiantiaatia eae 
SN RE ET 
A te, | Sed 
| SR A EE 
SON Ti NRE 
meee » 
a Y 
Sy Dy 
VE) YD 
Xs 5S, oD 
ef SF. CF 
oe eieinenitennariamaaiaiaiataat ati aaa A oe ; 
lletin <S 
uthors 
issued 
$s some 
by the 
ion. It : 
a 


ADVERTISING AGE 


May 31, 1930 


Occasional Hook 
Inserted in Copy 
by Listerine 


New York, May 29.—Nearly 4,000 
users of Listerine told the Lambert 
Pharmacal Company, of St. Louis, 
of their personal experiences with 
this product in checking colds, sore 
throat or other infections, in re- 
sponse to an offer of $5 for the best 
letters of 300 words or less on this 
subject. 

The offer was made by the com- 
pany as a part of full-page adver- 
tisements in Good Housekeeping and 
Collier’s. In future advertising the 
company will make use of some of 
the best testimonials. 

According to Lambert & Feasley, 
New York advertising agency han- 
dling this account, the offer ap- 
peared only in two advertisements. 
It was inserted largely to determine 
the response on the part of the pub- 
lic to Listerine advertising. 


NO FAVORITISM 
SCHEDULED FOR 


SPOKANE MEET 


Both Whoopee and Brass 


Tacks on Program 


Spokane, May 29.—The high light 
of organization work on the Pacific 
Coast is the annual convention of 
the Pacific Advertising Clubs Asso- 
ciation, to be held here this year 
Both brass tacks and 


June 22-25. 
whoopee will be features of this 
year’s meeting, the committee in 
charge proudly tells those who query 
it as to the policy of the conclave. 


The convention program will be 
built around the theme, “How Ad- 


vertising Serves the Consumer.” 
Here is the tentative outline: 
General Sessions 
Hon. C. C. Dill, 
Senator from Washington. 


tional address: “Advertising, the 
Servant of the Consumer.” 

Frank L. Blanchard, Direct Ad- 
vertising and News Department, 
Henry L. Doherty & Company. 

Edwin Bates, Special Agent, 
United States Department of Com- 
merce, will speak on Western Mar- 
kets and the Government’s Dis- 
tribution Census. 

Kenneth Barnard, President Af- 
filiated Better Business Bureaus, 
Ine., of Detroit, Michigan. “What 
Has Happened to Advertising’s 
Truth Movement?” 

Earl Bunting, Marketing Counsel- 
lor and Sales Advisor, Portland, 
Ore., “Markets Are People.” 

Demonstration of talking moving 
pictures by Electrical Research 
Products, Ine., showing how port- 
able talking moving picture equip- 
ment and films can be applied to 
advertising. 


Additional Speakers in Prospect 


United States 
Inspira- 


L. Andrew Castle, Sales Promo- 
tion Manager, Jantzen Knitting 
Mills, Portland, in an analysis of the 
Jantzen advertising and sales cam- 
paign. 

Charles C. Younggreen, retiring 
President, Advertising Federation 
of America. 

William R. Ewald, 


£ 
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In the press of competition for business in 1930. 


way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


| affecting buying— 


USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


: you need this information that will point your 
‘ 


In this single volume are figures on a hundred 
major fields—data on production, distribution, 
buying set-ups, buying seasons, developments 


; Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— 

Authentic in every detail— 


And a complete directory of business publications. 


grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the use: 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition, just issued, is available. 
Fill in the coupon below for your FREE copy 


TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 

“We find data such as you —_ 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 


Raymond P. Kelley 


President, Pacific Advertising 

Clubs Assn.; Vice-President, Syver- 

son-Kelley Advertising Agency, 
Spokane. 


Ewald Company, Detroit, Michigan. 

Ten or twelve strong department- 
als will present programs dealing 
with special phases of advertising, 
such as Newspaper Advertising, Ra- 
dio Advertising, Direct Mail Adver- 
tising, Classified Advertising, Ad- 
vertising Agencies, Educational, 
Better Business Bureaus, Retail Ad- 
vertising, Community and Travel 
Advertising, Financial Advertising, 
etc. 

These general sessions and depart- 
mental meetings will attract the 
leading executives of the Pacific 
Coast and many Eastern leaders, 
such as Don Bridge, Indianapolis; 
H. F. Gilhofer, National Outdoor 
Advertising Bureau, Chicago; 
George Armitage, Hawaiian Tourist 
Bureau, Honolulu, and many others. 


Lots of Entertainment 

Opening Night “Mixer” and frolic. 
Monday night. 

Annual Banquet, followed by 
frolic and dance Wednesday night. 

Club Stunts at a local theatre 
Tuesday night. 

Theatre parties—bridge and tea 
parties for the ladies. 

Sightseeing tours—golf. 

Rollin C. Ayres, advertising direc- 
tor of the Zellerbach Paper Com- 
pany, San Francisco, will have 
charge for the ninth consecutive 
year of the Three-Minute Speaking 
Contests. 

Mr. Ayres is a past president of 
the Pacific Advertising Clubs Asso- 
ciation, in addition to having served 
for two years as a member of the 
board of governors of the Direct 
Mail Advertising Association, rep- 
resenting the Pacific Coast. 


Directs Steel Sales 


H. S. Schroeder has become West- 
ern manager of sales for the Re- 
public Steel Corporation, with head- 
quarters in Chicago. Mr. Schroeder 
was formerly vice-president and 
general sales manager of the Inter- 
state Iron and Steel Co., which con- 
solidated with the Central Alloy 
Steel Corporation, now part of Re- 
public. 


Has Aircraft Account 


Air-Sea-Land Aircraft, Inc., air- 
craft distributors and flying school 
operators, Chicago, have appointed 
Grace and Holliday, Detroit, to 
direct their advertising. 

The same agency is now handling 
the advertising of the Private Edi- 
tions Co., Chicago book publishers. 


Radiart in Campaign 

The Radiart Corporation, Cleve- 
land, will use business papers and 
direct mail for its Radiart trans- 
formers, neon signs, and Vitazone, 
an air purifier. The account is han- 
dled by Byerly-Humphrey & Prentke, 
Inc., Cleveland. 


Tulsa Agency Expands 

The Rogers-Gano Advertising 
Agency, Tulsa, celebrated its sev- 
enth year by moving to new quarters 
in the Exchange National Bank 
building. The agency placed more 
than $1,000,000 in 1929. 


— 


One Place Where 
Pretty Girl 
Runs Second 


Washington, May 20—Calendars 
were described as poster advertising 
on the walls of homes by Roland DP, 
Doane, advertising manager of the 
Lehigh Portland Cement Co., Allen- 
town, Pa., in an address before the 
Specialty Advertising Association, 
F. A. Schneider, of the Ketterlinus 
Lithographic Mfg. Co., Philadel- 
phia, presided. 

“A calendar manufacturer pointed 
out to me that if an advertiser at- 
tempted to go into a home and pur- 
chase a space 13x22 inches on the 
wall of the living room or kitchen, 
he would have a tough time of it,” 
said Mr. Doane. “A calendar carry- 
ing a display advertisement of the 
same manufacturer gets there free, 

“I know I wouldn’t be too partial 
to a large sign reading ‘Abe Finkel- 
stein—Suits Pressed,’ unless I re. 
ceived in return at least enough to 
cover the rent of my apartment. 
Then I could move out and live 
somewhere else. 

“Yet the funny part of it is that 
there actually is a sign on my wall 
reading ‘Abie Finkelstein — Suits 
Pressed.’ The only difference is that 
the sign hangs from a nail and is 
part of an attractive painting de- 
picting a young may about to go in 
swimming.” 

The Lehigh Portland Cement Com- 
pany, Mr. Doane said, has distrib- 
uted between 500,000 and 1,000,000 
calendars to dealers annually for 
ten years. The average is 800,000. 

As for the intelligent selection of 
the scene on the calendar, it is an 
impossibility to forecast relative 
value. However, strange as it may 
seem, a good picture of a man and 
a dog, or a child with animals, will 
lead the pretty girl type by a wide 
margin. 


National Brands 
Used as Bait by 
Chain Stores? 


According to a survey of chain- 
store advertising just completed by 
the New Era in Food Distribution, 
Chicago, 45 per cent of the goods 
advertised by food chains are na- 
tionally-advertised brands. 


Of a total of 6,330 items found in 
the 318 advertisements analyzed, 
2,858 carried national brands, 2,537 
private and local brands and 935 
did not give the brand name. 


“The store shelves of some chains 
look from a distance like the adver- 
tising sections of leading maga- 
zines,” commented the publication. 


“But closer to the counter, where 
the housewives select the bulk of 
their purchases, they take on the 
aspect of a private-label world. It is 
illuminating to watch the brands as 
the packages drop into the order- 
bags. 


“When a chain with an avowed 
preference for nationally-advertised 
brands shows such performance in 
its stores and in its advertising, then 
it becomes apparent that the old 
problem of private labels is present- 
ing itself in a new and different 
form.” 


Join Portland Club 


Ella Karolyn Ries, advertising 
artist, is a new member of the Ad- 
vertising Club of Portland, Ore. 
Others are Leith F. Abbott, ’adver- 
tising agent, Southern Pacific Co.; 
Andrew Alkema, Crane Advertising 
Co.; W. L. J. Davies, U. S. National 
Bank, and E. H. Graham, vice-presi- 
dent, ‘Coast Coal & By-Products. 


Battin’s New Role 


H. L. Battin, formerly advertising 
manager of two Birmingham de- 
partment stores, has been appointed 
district sales promotion manager © 
Montgomery Ward & Co., Chicago. 
He will be in charge of 16 stores in 
the Birmingham district. 
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ADVERTISING AGE 


Women in 
Advertising 


Helen Rockey 


New York, May 29.—Miss Helen 
Rockey, assistant manager of the ad- 
yvertising bureau, New York Edison 
Company, specializes in writing 
newspaper and direct mail copy and 
laying out advertising. Miss Rockey 
has spent her entire business life 
in the advertising department of the 
company. 

“Perhaps the thing I feel most 
keenly is that the time has passed 
when we should stress women in ad- 
vertising,”’ said Miss Rockey. “It 
seems to me that it is much better 
just to talk about the work advertis- 
ing men and women do. 

“I rather resent the feeling that 
because you’re a woman you do cer- 
tain types of copy. As a matter of 
fact, I have written copy for tech- 
nical products as well as for house- 
hold appliances.” 

Miss Rockey frequently lectures 
on copy before advertising students. 
She takes a lively interest in the 
activities of organized advertising, 
and recently served as_ president 
of the League of Advertising Women 
of New York. 


Free Space Hard 
To Get, Asserts 
Mrs. McCormick 


Washington, May 26.—That suc- 
cessful advertising campaign of 
Mrs. Ruth Hanna McCormick for 
the Republican nomination for the 
Senate from Illinois was described 
by her in some detail at the lunch- 
eon of the Advertising Federation 
of America at the Willard Hotel 
Tuesday. 

“After all,” confessed Mrs. Mc- 
Cormick, who appeared to be not 
too repentant over proving herself 
a better advertising woman than her 
opponent, “a political campaign par- 
takes largely of the character of ad- 
Vertising. The candidate must sell 
himself and his policies to the peo- 
ple and, in or.ler to do so, he pub- 
lishes folders containing the history 
of his career, a digest of his views 
on public questions and other mate- 
Nal calculated to win the confidence 
and support of the voters. 

“A candidate carefully selects the 
photograph which makes him appear 

best advantage and has litho- 
8raphs struck off for the purpose of 
posting them on telegraph posts. 

“That is all advertising. The can- 
didate makes speeches in court- 
houses and town halls and does his 

St in that old-fashioned way to 
sell his goods. He then turns to 
the most modern publicity medium 
and speaks to many thousands over 

@ radio. 

“If he is a wise candidate his 
Speeches are carefully prepared ad- 
Yertisements of his own qualifica- 
tions or of the accuracy of his views 


on local, national and international 
problems. Actual newspaper ad- 
vertising in my recent campaign 
amounted to 6 per cent of the total 
expenditure.” 


Mrs. McCormick explained that 
paid advertising is going to be more 
necessary in future campaigns than 
ever before, because of the new at- 
titude of many editors toward po- 
litical news. 

“Assuming that an announcement 
of my candidacy for the Republican 
nomination for the United States 
senatorship might be accepted as 
straight news, [ sent copies to all 
the editors in Illinois,’ she ex- 
plained. 

“Some of these were returned 
with the statement that such an an- 
nouncement was classed as advertis- 
ing and that I must pay for its pub. 
lication at regular rates.” 


Valet Campaign 
Shows New Use 
of Testimonial 


New York, May 28.—The current 
advertising of the Valet blade, prod- 
uct of the AutoStrop Safety Razor 
Co., is attracting attention because 
of its use of a new form of testi- 
monial advertising. 

It quotes famous names, but not 
merely because they are famous. 
Metallurgists, engineers, steel stu- 
dents and steel craftsmen; physi- 
cians, dermatologists, university 
medical departments and hospitals 
tell how they tested the Valet blade 
and why they prefer and prescribe 
it. Every one of these individuals 
and organizations speaks with au- 
thority as a specialist who knows 
steel and faces. 

The keynote of this campaign is, 
“Men who know steel prefer the 
Valet—men who know faces pre- 
scribe it.” This claim is supported by 
the distinguished group of authori- 
ties who give their expert opinion 
on the Valet blade and Valet Auto- 
Strop shaving. 

The Detroit Testing Laboratory, 
Cook County Hospital (Chicago), 
the largest hospital in the world; 
the precision diemakers of Benrus 
Watch Co., University of Pittsburgh, 
Diebold Safe & Lock Co. and Great 
Lakes Aircraft Co. metallurgists, 
University of Louisville and North- 
western University dermatologists, 
and Cincinnati Dermatological So- 
ciety are some of the groups quoted 
in this series. In most cases indi- 
vidual experts signed the test report 
and endorsement. 

Nine of the leading magazines are 
carrying the Valet advertising cam- 
paign throughout 1930—The Satur- 
day Evening Post, Liberty, Collier’s, 
American Magazine, Time, Literary 
Digest, Country Gentleman, Popular 
Science and The New Yorker. 


Progress Made 
Toward British 
Auditing Body 


New York, May 26.—A_ compli- 
mentary luncheon was tendered May 
23 at the Hotel Lafayette to Thomas 
Bell of Kodak Limited, London, by 
officers and directors of the Associa- 
tion of National Advertisers, Inc. 
Mr. Bell is chairman of the Incor- 
porated Society of British Adver- 
tisers, Ltd., with which the Asso- 
ciation of National Advertisers is 
affiliated. 

The talk centered on the proposed 
establishment of a British audit bu- 
reau of circulations, which will be 
based on the American A. B. C. 
Mr. Bell reported that much prog- 
ress had been made in the matter 
through a series of conferences be- 
tween his association, The Newspa- 
per Proprietors Association, The 
Newspaper Society, and The Insti- 
tute of Incorporated Practitioners in 
Advertising, all of England. 

The Association of National Ad- 
vertisers is now affiliated with sim- 
ilar associations of buyers of adver- 


tising in nine foreign countries. 
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“Service Plus Results" 


The Little Rock agency prints its 
house organ on a Government postal 
card. Are there any smaller house 
papers? 


Richman Bros. 
Do Well with 
Dual Policy 


Though Richman Brothers, cloth- 
ing manufacturers, are rapidly 
opening up new retail outlets, they 
do not confine themselves to this 
method of selling. In Detroit, where 
no stores are conducted ,the com- 
pany did a business of $800,000 in 
1929, according to Men’s Wear. In 
New York City, also without retail 
representation, the volume was even 
larger. 


Richman Brothers operate 56 
stores, 16 having been added in the 
last year. The business done in 
cities where the company has no 
stores is called “mail order,” al- 
though it is secured by the com- 
pany’s salesmen. The finished gar- 
ment is delivered by mail at a uni- 
form price of $22.50, plus $6 for 
extra trousers. 


The company maintains an office 
in Detroit, which supervises sales 
operations. None of the 33 sales- 
men have to report to this office at 
any special hour. They have no re- 
ports of calls to make. The only 
stipulation is that they devote all 
of their time to the company and 
secure a certain volume. A lib- 
eral system of crediting salesmen 
for orders received direct from his 
customers is regarded as important. 

The company confines its advertis- 
ing to direct mail in cities where it 
has no stores. 

Net profit in 1929 was $4,208,000. 


Joins Dyer-Enzinger 
Industrial Divison 


A. H. Packer has joined the in- 
dustrial division of the Dyer-En- 
zinger Company, Milwaukee agency, 


under F. M. Morrison, vice-presi- 
dent. 
Mr. Packer has been with Wil- 


liams & Cunnyngham and the Bu- 
chen Company, Chicago, as well as 
with the Chilton Class Journal Co. 


Aviation Daily 
Has New Address 


Aviation Daily News, New York, 
is now located in the Daily News 
Building, 220 East 42nd _ street. 
Capt. H. S. Kamsler is to be pub- 
lisher of the paper. New plans call 
for a standard newspaper size of 
seven columns. 


Joins Grigsby-Grunow 


R. C. Hudson has left the Baker 
Ice Machine Co., Omaha, to join the 
promotion department of the Grigs- 
by-Grunow Co., Chicago, in its elec- 
tric refrigeration division. He has 
been succeeded in charge of direct 


How Used Cars 


Were Moved with 
Premium Plan 


New York, May 26.—Premium ad- 
vertising can become a more impor- 
tant aid to the sale of used cars 
than it has been thus far, E. C. 
O’Connell, of the Studebaker Cor- 
poration of America, told the Manu- 
facturers’ Merchandise Advertising 
Association at its Washington meet- 
ing last week. 


While past experience told the 
company that it was impossible to 
sell used cars between Christmas 
and the January automobile show, 
it decided to make one more try, 
with radios as premiums to buyers. 

The advertising ran in New York 
papers from December 29 to Jan- 
uary 3, 1930. Not only were 236 
cars sold with premiums, but many 
cars of low price were sold without 
them. The increase in sales of used 
cars between December 25 and Jan- 
uary 15 was 175 over the corre- 
sponding period a year ago. Because 
of a favorable purchase, the cost of 
the premiums was not excessive. 


Studebaker dealers throughout the 
country adopted the idea as soon as 
they learned of the results. While 
Chicago, Cleveland, Boston and 
Utica did well, the general results 
were spotty. 

This might have been due to sev- 
eral reasons, Mr. O’Connell said, 
since many factors, such as copy, 
mediums, reputation of the dealer, 
prices, etc., enter into the answer. 


Statement of Policy 


“When our used car stocks become 
sufficiently swollen to demand such 
methods, I expect to distribute 
stoves, dishes, refrigerators, waffle 
irons or any other merchandise that 
will broaden the appeal of our ad- 
vertising and stimulate sales,” he 
asserted. 


Mr. O’Connell gave this picture of 
the used car business: 


“In the spring, used roadsters and 
touring cars sell readily, but in the 
spring, most car owners have a 
yearning to trade their sedan or 
coupe for an open car. Then, at the 
first sight of snow, they rush to 
trade the open car for a comfort- 
able sedan or coupe. 

“So the used car department has 
sedans and coupes for sale in the 
spring, when the market is crying 
for roadsters and touring cars, and 
when the first blizzard arrives in the 
late fall, the used car manager has a 
lovely stock of sport roadsters and 
snappy touring cars.” 

The Studebaker pledge to the pub- 
lic stimulated the sale of used cars 
to some extent, he said. This pledge 
provides that every car shall be hon- 
estly represented. 


T: yavel Bureau 
Receives 450 
Daily Inquiries 


Denver, May 28.—The travel bu- 
reau of the Continental Oil Com- 
pany, which is encouraging travel 
on a broad scale, was discussed by 
its director, Mrs. E. Tolman-East, 
before the Denver Advertising Club 
recently. 

From 200 to 700 inquiries are re- 
ceived daily from motorists, accord- 
ing to Mrs. East, who said free in- 
formation regarding roads, hotels, 
fishing streams or any subject of in- 
terest to the tourist is supplied with- 
out inquiry as to whether he will 
travel in territory served by Conti- 
nental stations or those of competi- 
tors. 

“The first principle of the Conti- 
nental Oil travel bureau,’ added 
Mrs. East, “is the good of the trav- 
eler. We do not ask him whether 
he expects to use Continental prod- 
ucts, but we supply him with state 
maps and other informative litera- 
ture with directions to travel the 
route which best serves his purpose 


advertising by W. L. Hughes. 


rather than ours.” 


Electrotypes 


Stereotypes 
Matrices 


Typography 


WESTERN NEWSPAPER UNION 


NEW YORK CITY CHICAGO 
310 East 45th St. 210S. Desplaines St 


and 34 other cities 


Get Into the Spotlight 


The business of selling rest, 
recreation, and health to 
millions of men, women, 
and children is assuming 
gigantic proportions. If you 
have something these resort 
operators can use, tell them 
through the advertising 
pages of 


ESOR 


Patterson Publishing Co. 
5 South Wabash Avenue 
CHICAGO 
Also publishers of The American 


Restaurant Magazine — the recognized 
authority in its field. 


LEE PHILLIPS 
INCORPORATED 
Typographers Who 
Prove It With Proofs 
228 East 45" Street 
NEW YORK-:N-Y 
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PRIVATE LABELS 
vs. 
NATIONAL BRANDS 


Which Will Win Out? 


FOOD DISTRIBUTION 


The Food Trades Publishing Co. 


A survey of news- 
paper food advertis- 
ing reveals some 
surprising facts in 
the June issue of 


The New Era in 


Send for a copy 


37 W. Van Buren Street 
Chicago 
295 Madison Ave., New York 


PAUL O’HAIRE 

Artists’ 

Representative 
representing 
Luis Saravi 
Seymour Ball 
Norman Farquar 


Franklin Booth 
Ann Brockman 
David Hall 
7 
Layout » 
e 


GRAYBAR BUILDING 
LEXINGTON 6860 


Lettering 


Tell phen 
50,000 


SUBSCRIBERS 


READERS | 


ISOQOQO 
sell 


New York 
8East 13% Street. 


HOSPITAL MANAGEMENT reaches 


th 
country—the leading institutions ev- 
erywhere, comprising the in 
quality and the bulk of the market 


country, one in the 
the West, are available to those in- 
joe ae in this rich market. They 
lea 
the conclusion suggested above. 


with hig y 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete 
daily information bulletin and list- 
ing of your literature. 


Let_us help you get your share of 
one ion dollars spent 
every month by the hospitals. 


Recent surveys of our circulation 


You can reach the hospital market 


MANAGEMENT 


Cream! 


cream of its field, all over the 


quantity. 


two of the largest cities in the 
st and one in 


strikingly and convincingly to 


h_ efficiency and econom 


sales service—directory, 


HOSPITAL 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, Ill. 


0-FISTED GUYS 
DON'T NEED NO 
BUM STATISTICS 


This Phase Had to Come, Mims 
Explains 


New York, May 28.—The research 
experts in and out of advertising 
agencies can sympathize with the 
more or less articulate criticism of 
the present administration, because 
they have been through the mill and 
know just how long each phase of 
the carping lasts. 

That is the belief of Stewart L. 
Mims, vice-president of the J. Wal- 
ter Thompson Company, of this 
city, as expressed before the recent 
convention of the American Associa- 
tion of Advertising Agencies. Mr. 
Mims’ address is regarded here as 
one of the noteworthy ones of recent 
months. 

Mr. Mims urged the individual 
agencies to stick to their guns in 
basing advertising on facts uncov- 
ered by research and he outlined 
the work done by the Four A’s in 
uncovering a more scientific ap- 
praisal of media values. 

“It is not President Hoover or 
his methods that are on trial,” said 
Mr. Mims, “but American business. 
In gathering facts as a guide to in- 
telligent action, he has given car- 
toonists, critics and cynics an op- 
portunity to intimate that the the- 
ories and methods of the engineer 
are failing.” 

This is merely the third phase of 
the business cycle where sentiment 
is expressed in the following 
phrases: 

“To hell with your figures and 
statistics and maps. Go get the or- 
ders!” 

“Be a two-fisted guy and make 
‘em sign on the dotted line. That’s 
all there is to selling.” 


Facts First— 


Mr. Mims gave this formula: 

1. Facts must be made the basis 
of action. 

2. Facts must be studied and in- 
telligently interpreted. The observ- 
ance of this statement marks the 
dividing line between the genuine 
student and guide and the charlatan. 

3. These two basic axioms must be 
applied in increasing measure to 
choice of mediums in advertising. 
This is another way of saying that 
the cost of advertising must be re- 
duced by greater co-ordination of 
circulations with the best markets 
for the product advertised. 

Mr. Mims said that the program 
of research instituted by the Four 
A’s five years ago has had for a 
specific objective the qualitative 
analysis of magazine and newspa- 
per circulations. 

“We have spent over $100,000 on 
this work,” said he. “Its future 
depends in large measure upon the 
degree of intelligent use made Dy 
our members in appraising justly, 
analyzing wisely and studying as- 
siduously the results of our investi- 
gations. 


—Then Interpretation 


“Even with the most thorough and 
scientific studies of mediums, there 
will always be some to use them 
superficially and draw wrong con- 
clusions. We can assure publishers 
that we have already entered upon 
a sustained campaign of educating 
cur members to the proper use of 
our investigations. This will miti- 
gate, not remove the evil. But in 
spite of the evil, we ask for in- 
creasing co-operation and support 
from publishers, knowing that our 
program of research represents a 
forward step: 

“a In eliminating, by making un- 
necessary, much of the expensive re- 
search carried on by individual pub- 
lishers, and thus saving thousands 
upon thousands of dollars every 
year. 

“b In furnishing scientific studies 
the results of which will be accepted 


Stewart L. Mims 


as impartial and authoritative, thus 
saving an untold amount of time 
for every one and, 

“ce In bringing into sharper relief 
the qualitative rather than the 
quantitative values in circulation, 
thus throwing the emphasis where 
it should be thrown, upon the de- 
gree of effectiveness in circulation.” 


Credit Men Find 
Good and Evil 


in Instalments 


Dallas, May 28.—While _ instal- 
ment selling has tended to direct a 
large part of the spending of con- 
sumers away from ephemeral goods 
of low value to durable goods of 
high value, an exchange of informa- 
tion among users of this system is 
believed necessary by the National 
Association of Credit Men, which 
met here. 

- Dr. C. W. Phelps, of the Universi- 
ty of Chattanooga, discussed instal- 
ment sales in these terms: 

“It is impossible to escape the 
conclusion, that so far as goods of 
relatively high value are concerned, 
large-scale production and large- 
scale merchandising could not exist 
in their present degree without the 
aid of instalment selling. 

“However, we find many cases 
where individuals have been led into 
extravagance and debt due to the 
opportunities offered by the instal- 
ment plan. There have been many 
distressing cases brought to light 
of people who have overbought, and 
finding their monthly payments to 
be larger than their salaries, have 
borrowed from loan companies at 
high rates in order to meet their 


obligations. 
“This is an economic evil of the 
first importance, and it can be 


cured in only two ways: By ef- 
fective credit co-operation among 
firms selling on instalments to pre- 
vent consumers from overbuying, 
and by educating the consumers to 
obligate themselves only within the 
limits prescribed by their incomes. 

“If it were not possible to de- 
vote small sums each month to the 
purchase of high-priced, durable 
goods, those small sums would very 
likely be spent for more food, more 
delicacies, and more articles of per- 
sonal adornment.” 


Leaves Agency Field 

M. J. Julian, account executive 
of the H. B. Humphrey Co., Boston 
agency, has resigned to become man- 
ager of the Better Vision Institute, 
New York, an association of optical 
manufacturers, jobbers and retail- 
ers. His offices will be in the Gray- 
bar building. 


“Motor Vehicle Monthly” 
Changes Its Name 


Effective with its June issue, Mo- 
tor Vehicle Monthly, Philadelphia, 
will become Motor Body, Paint and 
— The change is one of name 
only. 


C. H. Trapp Moves 
The C. H. Trapp Advertising 
Agency, St. Louis, has taken a new 
home in the International Building. 
The telephone number is Chestnut 


Home Talent in 
Chains Is New 


Saunders Plan 


Clarence Saunders, of chain store 
fame, whose “Shiny-Eyed Rat” ad- 
vertisement, addressed to Hello- 
World Henderson, of Shreveport, 
created a furore throughout the 
South, has decided to meet the anti- 
chain agitation by placing home 
talent in his stores. 

Mr. Saunders met New York and 
other bankers in Chicago last week 
to complete negotiations for control 
of Clarence Saunders Stores, Inc., 
and Clarence Saunders Pacific 
Stores, Inc. 

The Chicago Tribune gave the fol- 
lowing details of the new Saunders 
plan: 

“The stores, which incorporate 
features of the regular chain plus 
those of the more favorably accepted 
co-operative stores, will be organized 
in Tennessee, Mississippi, Alabama 
and Arkansas first. Local com- 
panies are to be created in each state 
and will acquire the Clarence Saun- 
ders units operating there. Local 
farm, labor and business interests 
are to be represented on the board 
of directors of every company. 

“The central organization is to be 
called the Clarence Saunders Cor- 
poration, and will handle the con- 
solidated purchasing power and 
take care of all co-operative selling. 
Mr. Saunders, who is to be head of 
this organization, will himself pro- 
duce advertising copy to combat the 
anti-chain war now being waged by 
eleven radio stations, sixteen news- 
papers and 260 bodies in some 
thirty-five states. 

“The Tennessee company, which 
is to be formed, will have a capital- 
ization of 100,000 shares of 7 per 
cent cumulative preferred stock of 
$25 par and 150,000 shares of no-par 
common stock. Securities will be 
sold direct to purchasers in order to 
avoid bankers’ commissions, accord- 
ing to W. M. Bertles, head of 
Bertles, Rawls & Donaldson, Inc., 
New York banking house. 

“Mr. Bertles declined to state spe- 
cifically how the sale would be 
accomplished, but intimated that 
dollar certificates secured by stock 
might be sold directly over counters 
of the stores.” 


SHORTCUT 


wm Brick 


Comm 
H ome 


By making three separate half- 
tones instead of one for this illus- 
tration, Virgil Gentilin, of Building 
Supply News, paid for 35 inches in- 
stead of 74 inches, he told the Chi- 
cago Business Editors. 


Agencies Affiliate 

The Driggers-Foust-Jones Adver- 
tising Agency of Dallas, Tex., or- 
ganized last January, has been af- 
filiated with John D. Boyle, Inc., 
advertising agency, of New York. 
The Dallas agency will retain its 
individual identity, but will act for 
the Boyle Company in servicing na- 
tional accounts for Dallas and sur- 
rounding territory. 


Make Up Glue List 


The Russia Cement Company, 
Gloucester, Mass., will make up its 
list for Le Page’s glue and Signet 
inks in June. The Charles W. 


9003. 


Hoyt Company, New York, handles 
the account. 


ee 


New Group 
Formed by 
Newspapers 


Washington, D. C., May 26.—A 
new organization, to,be known as the 
“Less Than 100,000 Group,” was 
formed at the departmental meet- 
ings of the Newspaper Advertising 
Executives Association here last 
week. 

Hoyt Boylan, of the Richmond 
(Ind.) Palladium-Item, was elected 
temporary chairman and Perry J, 
La Bounty, of the Bloomington (IIl.) 
Pantagraph, temporary secretary, 

The new group will not conflict 
in any way with the Newspaper 
Advertising Executives Association, 
Its purpose is to hold one or two 
group meetings at future conven- 
tions, at which the problems peculiar 
to papers of this class may be dis- 
cussed, and to serve as a clearing 
house for information during the 
entire year. 


Urges Ban On 
‘WReferences to 
Competitors 


Washington, D. C., May 26.— 
Stricter censorship of copy, partic- 
ularly as regards reference to com- 
petitors, was recommended to the 
Agricultural Publishers Association 
by Walfred E. Boberg, advertising 
manager of The Farmer and Farm, 
Stock and Home, St. Paul. 


“Copy censorship is extremely im- 
portant because it represents the 
last safety device in the system of 
safeguards with which advertising 
has tried to protect reader confi- 
dence,” he pointed out. 


He said that competitive refer- 
ences invite rejoinders, the resulting 
battle benefitting no one. 

“There are many advertisements 
which are ethical in every other re- 
spect that contain competitive ref- 
erences,” he said. 


“The situation would be ideal if no 
copy were written which contained 
competitive references. There will 
be less and less publicity of this 
kind, but human impulse will assert 
itself at times and cause a slip, 
which, though unintentional, will 
raise hob with other advertising. 


“Therefore, publishers must main- 
tain copy censorship if they are anx- 
ious to improve the effectiveness of 
advertising. The publisher has the 
outside viewpoint and can detect the 
danger of these references more eas- 
ily than the agency and the adver- 
tiser, who have been too close to the 
copy throughout its development.” 


Coming 
Conventions 


June 8-10. Fourth District, Ad- 
vertising Federation of America, at 
Miami, Fla. 


June 16-21. Lithographers Na- 
tional Assn. on St. Lawrence River 
steamer. 


June 16-24. National Editorial 
Assn. at Milwaukee. 
June 16-19. International Assn. 


of Display Men at Chicago. 


June 21-25. Advertising Assn. 
Inc. (Great Britain) at Hastings, 
England. . 


June 22-25. Twelfth District, Ad- 
vertising Federation of America, at 
Spokane. 


June 30-July 1. Southern News- 
paper Publishers Assn. at Asheville, 
N. Car. 


July 21-22. Rocky Mountain Out- 
door Adv. Assn. at Yellowstone 


Park. 
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Publishers, 


Agents 


To Be Held Liable 
for Fraudulent Copy 


(Continued from Page 1) 

“Some few of the magazines, the 
black edges that are a discredit to 
the great body of publishers, have 
made no attempt to carry out the 
promises made at the conference or 
to comply with the provisions 
adopted by it. We are going to 
force decency upon these few maga- 
zines. 

“The Commission has created a 
special board for the express pur- 
pose of dealing with this special 
problem. Within the last six months, 
the Commission has commenced pro- 
ceedings against over 500 of these 
fraudulent advertisers and the pub- 
lishers, and the advertising agencies 
that handle their advertisements. 
This fight will be pushed just as 
rapidly as the Commission can 
handle the cases. To this policy the 
Commission is unalterably com- 
mitted. 

“About 75 per cent of this class 
of advertising refers to physical ail- 
ments and deformities. These quacks 
can always find crooked but shrewd 
and able physicians to testify as to 
the merits of their wares. In order 
to meet this testimony, the Com- 
mission must have the evidence of 
high-class physicians. In behalf of 
the Commission and the public, I 
appeal to the physician individually, 
to the American Medical Society and 
to the various other medical associa- 
tions throughout the country, to help 
us in this matter of furnishing ex- 
pert testimony. 

“I give you the information to- 
night that publishers, advertising 
agencies, and radio stations here- 
after must be prepared to defend 
any advertisements they handle, 
before the Federal Trade Commis- 
sion and before the bar of public 
opinion. The law makes them liable 
for any fraudulent advertisements to 
which they may help give publicity, 
and the Commission will make them 
parties in all actions brought against 
the advertiser where they have 


assisted him in his fraudulent 
scheme. 
No Increase In Responsibility 

“In making the publisher a party 
to a suit to suppress fraudulent 
advertising, the Commission in no 
degree is interfering with the free- 
dom of the press. It in no degree 
attempts to increase the responsi- 
bility of the publisher. The law 
makes the publisher responsible for 
any fraudulent advertising he may 
carry in his columns. The publisher, 
like everyone else, must take the re- 
sponsibility of conducting his busi- 
ness according to the law. 

“Rightly or wrongly, the public 
believes that those who give adver- 
tisements to the public guarantee 
the honesty of the advertiser. In 
this belief the public pays its money 
to the advertiser, and often commits 
to him things more valuable than 
money. This places upon all who 
have anything to do with advertising 
an extraordinary responsibility to 
the public. 

“The Commission’s campaign 
against fraudulent advertising has 
been a remarkable success — far 
greater than we had ever hoped, and 
this success is largely due to the 
splendid cooperation that we have 
received from publishers throughout 
the country. 

“I believe that within a year the 
advertising columns of publications 
will be practically free of that class 
of advertisements that are plainly 
false upon their face. But whether 
it takes a year or 10 years, or how- 
ever long it may take, the fight is 
going to continue until these fakers 
and crooks and scoundrels who live 
by robbing the unwary and unfor- 
tunate, are put out of business, 


“In this undertaking, we have the 
support of every honest publisher 
in America. We have the support 
of every honest advertising agency 
in America. We believe that we 
have the support of every honest 
and decent citizen in America.” 


Dirt Analysis 
Provides Basis 
for Campaign 


New York, May 29.—An analysis 
of the various impurities which float 
around not too far above any 
modern city will provide the basis 
for a new advertising campaign for 
Hinze Ambrosia by Cowan & Deng- 
ler, local advertising agency, accord- 
ing to Drug Trade News. 

The agency conducted an analysis 
of the composition of modern dirt in 
order to discover what effect the 
phenomenon has on women’s com- 
Plexions and to establish the best 
methods to combat it. 


The investigation was held by 
Henry W. Banks, III, of Loomis, 
Stump & Banks, consulting chemists, 
who made an exhaustive study of 
the entire situation with interesting 
tesults. The findings will be used 
for the basis of a new Ambrosia 
campaign starting in the June issue 
of Vogue. 


The investigation brought to light 
the vast amount of oil particles 
absorbed into the atmosphere daily 
a8 a result of the excretion of oil 
and anthracite coal-burning ma- 
chines in private homes, factories, 
locomotives, and from the millions 
of automobile exhausts. 

Mr. Banks’ observations indicate 
that ordinary applications of soap 
and warm water are not sufficient 
to remove all the particles from the 
€epest pores, but that a liquid sol- 
Vent, such as Ambrosia, is needed. 
As a matter of fact,” he reports, 
the chemist himself uses a liquid 
solvent to remove oil particles from 
a mixture under observation.” 

Figures revealed by Mr. Banks 


indicate that 25 tons of oil and tar 
per square mile fall on Glasgow each 
year. In Liverpool, the amount is 
twenty tons; in Hamburg, Germany, 
it is ten tons, and in London, 3.5 
tons. 

It is Cowan & Dengler’s hope to 
establish to the public, as Mr. Banks 
already has in his laboratory, that 
Hinze Ambrosia is a liquid solvent 
which will properly cleanse the skin 
of this tar and oil. The campaign 
will be worked on from that angle. 


Start Boom 


at Los Angeles 

Los Angeles, May 29.—The 
Advertising Club of Los Ange- 
les has started a boom for 
Herman Nater for president, 
and Phil Battelle for secre- 
tary-treasurer of the Pacific 
Coast Advertising Clubs Asso- 
ciation, to meet at Spokane 
June 22-25. 

Long Beach is going after , 
the 1931 convention, with the 
support of Los Angeles. 


Has Radio Account 


Frank H. Jones, Boston, has been 
appointed to handle the advertising 
of the Automatic Radio Mfg. Co. 
General and business magazines will 
be used. 


B.C. Has New Paper 


The first British Columbia news- 
paper will appear shortly. It is 
eace River Block News. Its estab- 
lishment calls attention to the rapid 
development of Canada’s Northern 
agricultural empire. 


IN NEW FIELD 


I. H. MacDonald 


Mr. MacDonald has resigned as 
manager of the Association of Ca- 
nadian Advertisers, Toronto, to be- 
come business manager of the 
Hamilton Herald. He served only a 
few months. 


Appoint Dealers 
to Note Birth 
of New Styles 


A new plan for the gathering and 
dissemination of style information, 
which includes both merchants and 
the company’s salesmen in_ its 
scope, has just been completed by 
Wilson Bros., men’s furnishings 
manufacturers of Chicago. 

Men’s Wear describes the new 
method as follows: 


It provides for style observers in 
every district of the United States, 
whose reports will be studied and 
co-ordinated by their style commit- 
tee with similar reports from their 
scouts in Europe and England. A 
merchants’ group of key stylists in 
cities, college towns and smaller 
communities throughout the country 
will be elected by merchants them- 
selves. 


With the current issue of the 
“Concentrator,” the company’s publi- 
cation, is enclosed a sheet asking 
the retailer to name the merchant 
who, in his opinion, is best qualified 
to interpret style tendencies in his 
section. The company says that 
ever since the creation of their style 
committee, five years ago, it has 
been their intention to bring repre- 
sentative style leaders among retail 
clothing and men’s wear stores more 
intimately into the actual creation 
of their lines. 


They point out that this plan will 
result in giving the retailer, who 
has the most intimate contact with 
the consumer, a definite, responsible 
part in the style development of the 
line sold in his store. The style 
committee in its letter to the com- 
mittee of Wilson Bros. salesmen 
which is participating, suggested 
that all personal ideas of style be 
eliminated. 

“All of us have definite style 
ideas; some may be good, some bad, 
but it is very rarely that personal 
style is accepted as a general and 
salable style idea. Our own per- 
sonal ideas may often lead to crit- 
icism of style ideas which, when we 
make a survey, we find in most cases 
are not justified. 

“We must look for definite ideas 
that we are reasonably sure will be- 
come accepted styles. It is the idea 
that will become a general favorite 
that we must be vitally interested 
in.” 


Miss Wiland Promoted 


Miss Anne Wiland, of the Hospi- 
tal Specialty Co., New York, has 
been appointed assistant advertising 
manager, in the mail sales and busi- 
ness paper division. 


A BOOK YOU NEED 


FREE 


CHAMPION AUTOMATIC 
PAPER CALCULATOR 


HIS book gives at a glance the size, number of 

pages, number of copies, size of paper, printing 
size of sheet, and number of covers for 43 Booklet 
Sizes. 

As a reference guide for estimators, paper sales- 
men, printing salesmen, and others who have oc- 
casion to figure stock sizes for booklets — and as an 
added evidence of our desire to contribute to the 
welfare of the printing industry — this booklet has 
been prepared. 

It will eliminate the need of figuring the number 
of copies you can secure from a sheet of paper in the 
43 listed sizes. It will also enable you to determine 
at a glance the printing size of the sheet. The num- 
ber of covers which will cut from 20 x 26 and 23 x 35 
is also given. By using this booklet you will save 
time and avoid errors. 

In compiling this booklet we have made a study 
of several hundred different booklet sizes, and have 
listed the forty-three sizes which seemed to enjoy 
the widest use and the greatest popularity. 

The Champion Paper Calculator is distributed free to 
printers and those who are responsible for the pur- 
chase of paper and printing. If you haven't received 
a copy, we will see that you are supplied with one. 


THE CHAMPION COATED PAPER CO. 
Hamilton, Obio 
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ADVERTISING AGE 


May 31, 19390 


One Important | 
Detail Omitted © 
in This Copy 


Cincinnati, May 29.—Quiet reigns 
en the Cincinnati battlefront this 
week after what some advertisers re- 
gard as a repulse of brigandage and 
one advertiser regards as an unjust 
interference with his business. 

The aggrieved advertiser is Dallas 
Matthews, owner of three Cincinnati 
washing machine stores—Consoli- 
dated, United and Ideal Electric 
Washer Companies. The advertisers 
who regard themselves as avenged 
are numerous washing machine 
agents, chief among whom are dis- 
tributors for Maytag and Easy. | 
Prospective purchasers of washing | 
machines share the feeling of the 
latter, according to the Cincinnati. 
Better Business Bureau. 

The whole thing began in mid- 
May with the appearance in the 
Cincinnati Post and _ Cincinnati 
Times-Star of Mr. Matthews’ copy, 
which many found confusing. Rival 
washing machine dealers found it 
confusing. Prospective purchasers 
of washing machines who went into 
Mr. Matthews’ stores also found 
they had been confused about the 
product on sale, according to the 
Better Business Bureau. 


Confusion and Chaos 

This resulted in numerous com- 
plaints to the Bureau and careful 
attention was given to the copy by 
Karl T. Finn, manager. He, too, 
was confused and he believed he saw 
reasons why many people should be 
misled by the afore-mentioned ad- 
vertisements. Here is a sample of 
one of them: 

Dallas Matthews cuts the price. 
Our display includes Maytag—Easy 
complete electric washer. On sale 
tomorrow. Brand New. Factory 
Guarantee, $68. 

The advertisement contained a cut 
of a washing machine, the name of 
which could not be distinguished, the 
name of the store, and a few other 
details about payments and guaran- 
tees of satisfaction. 

Mr. Finn believed that the copy 
did not make clear that the machine 
to be sold for $68 was not either of 
the nationally advertised products 
which the copy mentioned or that it 
was, instead, a model of the “Laun- 
dry Queen,” which Mr. Matthews 
is promoting. Mr. Finn asked the 
co-operation of the Post and Times- 
Star and got it. 

Both newspapers rejected Mr. 
Matthews’ advertising copy and 
later used it only after it had been 
passed upon and approved in a re- 
vised form by the Better Business 
Bureau. 

Why, Indeed? 

Mr. Matthews expressed his feel- 
ings by posting in the window of one 
of his stores some of the rejected 
copy with the question in large let- 
ters: “Why did the Post and Times- 
Star refuse to print this cut-price 
washer advertisement? We are ready 
to fill all orders.” 


In the same window was a smaller 
note answering his own question. It 
said the newspapers’ refusal had 
been brought about by the Cincinnati 
Better Business Bureau which, Mr. 
Matthews implied, is the cat’s-paw 
of big business interests who fear 
competition. 

Although, according to Mr. Finn, 
Matthews has threatened to sue the 
Bureau on occasions, nothing has 
been done to settle the issue. Mat- 
thews has, at least temporarily, 
withdrawn from advertising, and 
the Bureau is sending to its mem- 
bers a bulletin, saying in part: 

“Shoppers visited the three stores 
in answer to copy in which nation- 
ally advertised washers were offered, 
but found that salesmen either prac- 
tically refused to show the widely- 
known machines or claimed they 
were inferior to the machine being 
pushed.” 


Fire Copy Expanded 
The National Board of Fire Un- 
derwriters has increased its appro- 
priation from $300,000 to $500,000. 
Every English language newspaper 
in the United States will run this 
copy. Gale & Pietsch, Chicago, are 


handling the campaign. 


“AT HOME” 


Anita Kepler 


Miss Kepler and her membership 
committee of the Women’s Adver- 
tising Club of Chicago, will wel- 
come new members at the June 3 
dinner-meeting at the Congress Ho- 
tel. Miss Kepler is with the Citrus 
Products Co. 

William D. McJunkin, Chicago 
agent, will provide the piece de re- 
sistance of the evening. Elaborate 
entertainment is planned. 


Chicago Houses 
Stop Prepaying 
Freight Costs 


Sears, Roebuck & Co., and Mont- 
gomery Ward & Co., mail order 
giants of Chicago, have abandoned 
the freight prepayment plan, which 
last year was the chief factor in re- 
duced net profit. It is said that the 
agreement on this action will cause 
the abandonment of merger negotia- 
tions. 


Henceforth, it is reported, Sears, 
Roebuck and Montgomery Ward will 
show a more friendly spirit of com- 
petition, especially in embarking on 
expansion programs. Their efforts 
to increase sales last year, in the 
face of the widespread development 
of rival chain store systems gen- 
erally, led to unprofitable expansion, 
according to bankers. 


The companies opened scores of 
new retail outlets with a view to in- 
creasing sales and maintaining their 
prominent positions in the merchan- 
dising field. In addition, early in 
1929, Sears adopted the policy of 
prepaying freight charges, as well 
as postage. A few months later 
Montgomery Ward followed this 
step. 

The reduced net profit of Mont- 
gomery Ward last year, which 
amounted to $13,434,935, compared 
with $17,703,835 in 1928, was 
ascribed by George B. Everitt, presi- 
dent, to the abnormal expenses in- 
curred in the prepayment of all 
shipments to customers. 


The average price reduction in 
Montgomery Ward’s mid-summer 
sale catalog is about 10 per cent, 
which was a somewhat larger cut 
than a year ago. These figures are 
in line with those of Sears-Roebuck, 
which announced an average mid- 
summer price reduction of over 10 
per cent this year, against 7 per 
cent last year. 


Louisville Club Elects 


A. T. Miller, of the General Out- 
door Advertising (Co., was elected 
president of the Louisville, Ky., Ad- 
vertising Club May 26. He succeeds 
Walter Distlehorst, First National 
Bank. 

M. R. Kopmeier, of M. R. Kop- 
meier & Associates, was elected 
vice-president and Henry Colgan, 
Colgan Letter Service, secretary- 
treasurer. 


Directors are J. F. Babbitt, J. V. 
Pilcher Mfg. Co.; Thomas E. Bas- 
ham, local agent and Roscoe Wil- 
liams, Federal Sign Co. 

The association now has 61 mem- 
bers. In his annual report, the re- 
tiring president suggested the or- 
ganization of an employment bureau. 
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1929 per capita income in the United States, by states. 


With the 
Club Editors 


Pulpits 

A feature of the Spokane Conven- 
tion is to be a group of addresses 
by P. A. C. A. members from the 
pulpits of Spokane Churches on 
Sunday, June 22, according to word 
received by Francis H. Woodward, 
Chairman of the On-to-Spokane 
Committee. 

Woodward asks for word from all 
interested in this plan as set forth 
in the following communication 
from Barber F. Davis, Executive 
Secretary P. A. C. A. 

“The opening day of the 27th an- 
nual convention of the P. A. C. A. 
at Spokane, Sunday, June 22nd, will 
be observed by the churches of 
Spokane by turning over as many 
pulpits as we can ‘man’ for these 
morning services. A committee of 
ministers has gotten behind this fea- 
ture of our convention and all that 
is left to do is for us to furnish 
the speakers to fill the pulpits. 

“There will be no set topics, each 
speaker making his address on any 
subject he so desires. The speakers 
will be greeted with large and inter- 
ested audiences and will have a won- 
derful opportunity to discuss the 
merits of advertising and to place 
advertising on a high plane of 
American accomplishment.—Ad Lib, 
Advertising Club of Oakland. 


* * * 


Membership. 


An analysis of the club member- 
ship reveals that our organization is 


thoroughly representative of the ad- 

vertising professton and allied fields 

of endeavor. 

Here is the tab: 

Agency 
Artists 
Bankers 
Engravers 
Printers 
| Eee 
Letter Shops 
po LS ea " 
Novelty 
Outdoor 
Public Utilities 
Publishers 
Retailers 
Wholesalers. ........ 
Miscellaneous 


23 
18 

2 
10 
22 


Total 193 
—Ad-Vance, The Advertisers’ 


Club of Cincinnati. 
” * * 


Sighs 

Tall, distinguished, suave, is Ar- 
thur Loomis, chairman, social events 
committee. Bond Street tailors coo 
with delight when he orders clothes. 
Women sigh when he passes. Men 
want to call him Arthur. Children 
want to sit on his lap. Big corpora- 
tions plead to have him add up fig- 
ures for them. 


To look at Arthur, polished, 
charming man-about-town, you’d 
never guess that at one time he 
shoveled coal (maybe he poured oil) 
for one of the big furnaces in Pitts- 
burgh, or that he used to chase cows 
over the Kansas plains or that he 
mapped reservations in Arizona for 
Indians to find oil on. You’d never 
guess it because Arthur looks as if 
he might have been born a vice- 
president of Standard Oil or some- 
thing. 


It is of prime significance: Arthur 
has made good in everything he’s 


— 


ever tackled for the club since he 
joined in 1917. 


He has served as director, as see. 
ond vice-president, as first vice-pregj. 
dent, and in 1922-23 as president, 
Since that time he has been active 
in many departments, functioning 
at present as chairman of the socig] 
events committee.—John Jay Messler 
in The Blue Pencil, Advertising 
Club of Los Angeles. 


a a 


Emotion 


A man was discovered by his wife 
one night standing over his baby’s 
crib. Silently she watched him. Ag 
he stood looking down at the sleep- 
ing infant, she saw in his face a mix. 
ture of emotions — rapture, doubt, 
admiration, despair, ecstasy, in. 
credulity. 

Touched and wondering alike at 
this unusual parental attitude and 
the conflicting emotions, the wife 
with eyes glistening arose and 
slipped her arms around him. 

“A penny for your thoughts,” she 
said, in a voice tremulous with ten- 
derness. 

Startled into consciousness, he 
blurted them out: 

“For the life of me, I can’t see 
how anybody can make a crib like 
that for three forty-nine!”—Adver. 
tising Club News, Advertising Club 
of Kansas City. 


* 


* 


Contest 

Watch the big blackboard every 
Wednesday and see how Ad Club 
bers are responding to the atten- 
dance contest between Portland and 
Seattle. The committee names are 
listed, and every week, according to 
Mary Murray, director, this board 
will indicate how many members are 
coming out. This board and all the 
work in connection therewith, wags 
made up and donated by Bill 
Hughes, advertising manager of 
Sears, Roebuck & Co., who is also a 
member of the attendance commit- 
tee.—Spotlight, Advertising Club of 
Portland, Ore. 


* 


Will Purge Radio 
Washington, May 29—The Federal 
Trade Commission will back up its 
ultimatum to advertising by imme 
diate action to clean up radio. 
Hundreds of fly-by-nights, ban 
ished from the pages of periodicals, 
are using radio to advertise every- 
thing from goat glands to matré 
monial opportunities. 
The Commission will insist that 
the standards established for publi- 
cations be adopted in radio adver. 
tising. : 


San Francisco Club Elects 


At the annual meeting of the Saif 
Francisco Advertising Club, the fok 
lowing officers were elected: Earl 
Burke, business manager, Pacifi€ 
Railways Advertising Company 
president; Frank F. Kilsby, sales 
manager, Recorder Printing & Pub 
lishing Co., vice-president; Lucrezia 
Kemper, accountant executive, AF 
bert Frank & Company, secretary; 
L. B. Goldsmith, advertising man 
ager, Dohrmann Commercial Come 
pany, treasurer. 


To Advertise Monoplane} 


The U. S. Aircraft Corporation 
New Brunswick, N. J., has appointed 
the Chas. Dallas Reach Advertising 
Agency, Newark, to direct the ade 
vertising of the Aristocrat sport 
monoplane. 


Heads Canadian Club 


Edwin A. Scott, publisher of the 
Sheet Metal Worker, New York, wal 
re-elected president of the Canadiail 
Club of that city at the annual mee 
ing. He begins his third term. 


Place Automotive Copy 


The Thornton-Fuller Automobil® 
Co., Philadelphia, distributor 
Dodge motor cars and trucks, 4 
Plymouth cars, has appointed Jeromé 
B. Gray, Philadelphia agency. New 
papers and direct mail will be useé 


q 


Williams Appointed 


P. E. Williams has been appointe@ 
associate art director of Blacke 
Sample-Hummert, Inc., Chicago. 

J. Jordan has been given the sal 
title. G. G. Tormey has joined 
service department. 
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